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() industry has a greater prefer- 
ence for opinionated conversation 
—fitting-stool dialogue, than the 
shoe industry’’—this quotation from a finan- 
It has 
been the curse of the cobbler always to talk 
We recently met a shoe man who 
and 


cial publication is not without truth. 


too much. 


had lost the use of his vocal organs, 


perforce, had to listen a good deal. His philosophy in 
life is, “Don’t close your mind to what the other fellow 
proposes. Do a little more listening and let the other 


fellow talk. You learn more.” 


* 


T was Bruce Barton who said, recently, “Most men at 


twenty-five are satisfied with their jobs. They have 
accumulated the little stock of prejudices which they call 
principles, and close their minds to new ideas. They 
cease to grow.” 
* 

HE old proverb, “The cobbler ought not to go 

beyond his last,” dates way back to the days before 
Cesar walloped the Germans. The Latins used it— 
“Sutor ne supra crepidam judicaret,’ and it has been 
used as a club on shoemen ever since the day when a 
bad painter rushed out and belabored a good shoemaker 


for criticising the shoes in his painting. Our modern 


eae The Best Bet | 
in This Issue { 
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Push the No Profit Lines Out 


“Let the cobbler stick to 
The modern shoe industry, how- 


form of it runs: 
his last.” 
ever, is no longer conducted by cobblers and 


the old proverb is an impertinence. 
oe 


Charles [. 


get an en- 


VERY time we visit with 
Williams of St. 


largement of our mental horizon, and a new impetus to 


vity 


Louis, we 
widen our efforts. Here is a merchant, broad in his own 
shoe work and twice as broad in his civic interests. He 
finds time for shoes, and extra time for civic affairs. 
3s * 
HE 


exactly in feet and inches, but mentally measurable, 


word “idea” signifies form—not measurable 
even though it may be a colorless, shapeless and in- 
tangible reality. The greatest expander of ideas is the 
printed page, and the right words give it life and motion 
toward actual form, which, in the RECORDER'S case, 1s 
always directed toward an ultimate profit for someone. 

A real business fact, multiplied in many merchant's 
minds, is measurable in dollars and cents. The more 


talking points that can be developed, the more sales. 


HED) fle irons 


Editor in Chief. 


Read it 


on page 42 
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HOE selling and architecture have been companion- ; 
ated in marriage in the latest and probably one 
a 









of the most authentically modernistic shoe depart- 
ments in the country—the Shoe Salon just opened by 
Roos Bros. in San Francisco. 

This Shoe Salon is the creation of Kem Weber, inter- 
nationally recognized exponent of contemporary design, 
and in developing his dream, Mr. Weber has called several 
prominent artists for specific atmospheric touches that 
lend the room a character of dignified modernity. 
From the very entrance of the department there is a 
























atmosphere pervades the room 
and there are three mirages in the 






selling room proper: First, a 
mirror that elongates the room 
almost into infinity, giving a 
feeling of depth and airiness ; on 
the right of this huge mirror, 
which is seventeen feet high, are 
















high sand-blasted windows, 












treated with abstract figures 






showing the evolution of style. 
Third, on the left of the mirror, 
peering out from high pillars, is 













[TURN TO PAGE 107, PLEASE| 




















glorification of shoe selling through artistic de- 
sign. Over the entrance is a free-hand stucco 
modeling representing an abstraction of modern 
feminine fashions. This stucco work is the 
| creation of E. Maier Kreig, a Western artist. 
This is modernistically framed in monel metal 
and carries a sand-blasted glass sign of the de- 
partment. 

Standing beneath this entrance one gazes into 
a vista of loveliness. A cool, green, restful 
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IHHERE’S AN Easy Way Te 


By NORMAN D. MATTISON, M.D. 


I you want to know one of the easiest and best 
methods of finding out whether you or anyone else 
has “arch trouble,” I will tell you—use a try-square. 

With its aid you can learn more about the degree of ac- 
quired weakness of the foot (call it “fallen arch” if you 
will, though correctly foot strain and pronation) than 
you can by any other means. 

To go back a step, figuratively. Within the past few 
years our Government, continuing its paternal interest 
in the welfare of all of its citizens, has conducted an 
investigation in one of. its departments which directly 
concerns all shoe manufacturers and distributors. I re- 
fer to the research of the Department of Commerce, 
Bureau of Standards, the tread of automobile 
tires. 

The analogy to shoes and feet is this—the Government 


upon 


interests itself with an extensive inquiry into tire treads 
and concerns itself not at all with the tread of the human 
foot! This seems to me to be a paradox, for the former 
can benefit only an obvious minority of our population, 
whereas foot tread directly or indirectly 
every one of shoe-wearing age. Small wonder, then, in 
a situation such as this that a leading maker of automo- 
hiles states that walking is no longer desirable or neces- 
sary—which statement has somewhat agitated the shoe 
industry but has brought no rejoinder from it. 

The cause, as with the remedy, may be found within 
the realm of shoe manufacture. The importance of 
foot tread is realized neither widely nor well. Accurate 
knowledge relating to this subject has developed slowly 
on this account; and the application of what is known 
about the tread of the foot has not as yet resulted in a 
perfectly balanced shoe. Automobiles require tires and 
tire treads which readily respond to steering control and 
resulting balance. Feet get along as best they may in 
shoes fashioned well enough for forward progression, 
but with no provision for lateral equilibrium. 


concerns 


No shoe 


Fig. 1—Posterior view of right foot, 
lines A, B showing degree of unbalance 
and pronation, as measured by try- 
square 
‘Fig. 2—Anterior view, the degree of 
unbalance and pronation measured by 
triangle at lines C, D. The perpendicu- 
lar lines P are erected at right angles 
to the base and show the extent of dis- 
tortion 


on the market is made that can be guaranteed positively 
to “steer” right. There is something wrong in Denmark! 

The remedy, then, is a broader and better understand- 
ing of at once the most important and most neglected 
part of the foot—its tread. Indeed, more can be deter- 
mined from the study of the reflected plantar surface 
of the foot in full weight-bearing than by any other, per- 
haps all other, means. And this study can be readily 
carried on by experimenters by having the subject stand 
barefoot on a supported heavy plate glass, under which 
is a mirror positioned to reflect the tread of the foot. I 
state advisedly that this is the only comprehensive and 


Fig. 2. 
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‘onclusive way to examine the foot—it is substantially 
he same method as the one carried out by the Bureau of 
Standards for studying the tread of pneumatic tires. 

In what way, you may ask, does this all relate to the 
‘asy and effective method I have proposed for deter- 
nining the degree of fallen arch? It is preliminary to 
he following specific procedure: the subject stands on 
i level surface, and the try-square or a ruler held perpen- 
licularly is placed first against the inner ankle bone. 
\lmost invariably there will be observed a space he- 
ween the base of the try-square and the lateral margin 
f the heel. 
‘ately observed. 


This space should be measured or accu- 


Now proceed by placing the try-square against the 
1eel margin directly opposite the outer ankle bone ; there 


F ig. 3: 
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ISCOVER ARCH TFROUBLE 


will likewise be observed a space between the try-squar« 


and the outer ankle bone, corresponding quite exactly 
with the space observed on the opposite side of the foot 
The same or similar length of these spaces can be taken 
in every case as a positive index of the degree of foot 
pronation or of so-called fallen arch. 

And when there is no space at all on either side, 
then the foot is in balance; there is no pronation and no 
fallen arch, and accordingly no degree of foot strain 

Further, if the subject stand barefoot on an examina- 
tion stand which permits the plantar surface of the foot 
to be observed, the following will be found to be true in 
substantially every case—that as the foot rolls inwardly 
on its longitudinal axis, two things occur: The inner 
ankle bone bulges inwardly and the foot rolls away 
heel to outer hall. 


This has been found to be an invariable rule in a series 


from its outer base line from the 
of many hundreds of cases during the past eighteen 
vears. 

There is no reason why the transverse axis of a shoe 
may not be made to balance the foot synchronously with 
the balance along its longitudinal axis. This is abso 
lutely necessary (again the same comparison ) to an auto- 
mobile; and it was not until the lateral balancing of an 
aeroplane was solved by the Wrights that flying became 
safe or even possible. 

We 


at present 


can progress forward in shoes, but we cannot 


balance our feet without undue effort be- 
cause no provision is made in our shoes for lateral bal- 
ance. When the significance of this is more generally 
realized and then applied, and foot tread is a matter of 
general and not specialized knowledge as at present, 
American shoemaking will have met the present chal- 
lenge of the automobile. 

People will walk more because they will walk better, 
with a logical economic resultant of more shoes made 
and sold. Is there, accordingly, any more immediate 
and logical salient on which to focus attention and in- 
terest than this primary matter of foot tread and _ bal- 


anced shoes ? 






lig. 3—Posterior view of ankle and 
foot in balance. The parallel lines E, F 
are equidistant throughout to the per- 
pendicular line P 
Fig. 4—Anterior view of foot in bal- 
ance. The perpendicular line P, as it 
is projected from the median line of 
the ankle through the second toe, cor- 
responds with the longitudinal axis of 
the foot 

















, Y 1TH the newest fashion inspiration in feminine 

apparel as a background, the new emphasis on 

grace and beauty achieved through subtlety of 

line, curve and molded silhouette, the coming Spring 

Styles Conference of the shoe and leather industries, 

to be held at Hotel Astor, Oct. 14 and 15, will stress 
beauty in footwear. 

The Spring and Summer season is expected to bring 
prominently into the picture sandal types and open 
shank footwear. The new skirt lengths are to be a most 
important influence. White backgrounds for color will 
be used in place of black and beige, and this white 
background effect will tend to lighten and vivify the 
depth of tone. The citrous tones will be used with 
white footwear and the stockings will be in suntan tones 
and strong beiges. Many charming combinations will 
be seen. 








On Thursday afternoon of last week representatives 
of the Tanners Council of America, the National Boot 
and Shoe Manufacturers Association and the National 
Shoe Retailers Association met to discuss the plans for 
a keen and vital styles conference. 

The general meeting of the conference is scheduled 
for Tuesday morning, Oct. 15, at 10.30 o’clock. This 
is an open meeting to which the entire shoe and allied 
trades are invited. The Belvidere: room at the Astor has 
been taken for this event, so that the anticipated at- 
tendance may have ample room to see and hear the com- 
plete story of advanced fashion and forecast. 

Without preliminaries the main program will start 
promptly. Harper’s Bazar has planned an unusual chat 
on fashion. Mrs. Rorke, managing director of the Tex- 
tile Color Card Association, will tell of the new colors, 
and Madame Jeffries, fashion editor of Boor AND SHOE 
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| BEAUTY IN SHOES! 
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y IKEYNO TE For SPRING 


RECORDER, will present living models who will wear the The National Shoe Retailers Association will hold its 

ensembles and contrasts of the Spring Textile Color preliminary meeting and discussion on the 14th in one of 

Card. This presentation under the supervision of Mrs. the upper rooms of the Astor. This meeting is for the 

korke and Madame Jeffries will be of the greatest im- retail buyers and managers, the various style authorities 

portance to merchants, buyers and merchandise men. and fashion coordinators. It is not open to the trade in 

Apparel, hosiery, jewelry, millinery and bags will have general. 

their authoritative interpretation, as well as garments The tanners have taken the grand ballroom on the 

and footwear. ground floor, Oct. 14 and 15, for the official display of 

Spring leathers. The indications are that this year’s 

WO important national figures have promised to [TURN TO PAGE 89, PLEASE] 
be present, and the program has been planned for 

speed and authentic voicing of footwear trends and 

fashions for the spring season. 
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Getting More Shoes Sold Right 




















E. O. Ray 


Stimulating Desire 


F the two fundamental motives, fear and desire, the 
Take foot- 
wear—it is fear of colds, fear of bruises, fear of snakes, 


latter now has an overwhelming lead. 


fear of pain, etc., that produce the great utility period 
of footwear. Now we are in the desire period, when 
shoes are wanted for what they represent—a costume 
article and a fashion pleasure. 

The shoe industry has a lot to learn about stimulating 
desire, for the records show that, though we gain in 
numbers of people in the United States, we do not 
appreciably gain in numbers of pairs of shoes made. 
The monthly average of shoes made in 1923 was 29,- 
259,000 pairs. This declined to 26,103,000 pairs in 1924, 
rising steadily to 28,696,000 pairs in 1928 and this yeai 
to 29,161,000 pairs. 

The chart of production shows 
line of production in the last five years. Perhaps the 
only stimulant possible is to increase the desires of 
women, men and children for more pairs of shoes. 

The essentials of manufacture are machinery, men 
and materials. The essentials of distribution are fin- 
ished goods, their advertising and their transfer to con- 
sumers by men. Every factor but that of advertising 
has been given the test. We believe there are avenues of 


an almost straight 


40 


desire along which the shoe trade might profitably go to 
increase the sales per person this Fall and Winter. 

The measure of the progress of industry is in num- 
bers of pairs, and the price per person is pretty much 
a settled thing. More pressure is needed on stimulation 
of distribution per person—to increase pairage. 


4 4 


Store Life Expectancy 


MOST interesting study has been made by the Uni- 
versity of Buffalo department of business research 
on retail trade mortality in Buffalo, 1918-28. 

“The life expectancy of grocery, drug, hardware and 
shoe stores reveals that on the basis of past experience, 
a shoe store has about 56 chances in a hundred of living 
as long as two years, as compared with 40 chances in a 
hundred for grocery stores, 73 for drug stores, and 63 
chances for hardware stores. The highest life expect- 
ancy, strange to relate, is in drug stores, and the lowest 
in grocery stores. 

“Of the one hundred stores entering each of these 
businesses” the report says, “we should expect to find 
remaining at the end of five years about 50 drug stores, 
38 hardware stores, 25 shoe stores, and only 15 grocery 
stores. If the new store can weather the first two years, 
it has a greater probability of continuing in business. 

“The number of entrances into retail business increased 
until about 1923, and since that date they have shown a 
decline. It is evident that the first year in any store is 
the most precarious.” 

Any study of the probability of the life of a store, 
based on just a numerical count, is exceedingly diffi- 
cult to draw conclusions from. The store may be started 
with inadequate capital, and inadequate training, and 
its passing is obvious, but given the right capital, the 
right training, the right location, and the right mer- 
chandise, and there seems to be greater opportunity for 
stores to serve and continue in existence. 

Gone are the days when just the opening of a store 
It takes more 
than so much space on a street front to make a busi- 


promised its continuance of existence. 


ness today. 
ey 4 


The Carry-Over 


HE cotton farmer fears the carry-over, the wheat 
farmer dreads the surplus crop, and in all industry 
the surplus develops a price problem this month. The 
carry-over of rubbers from last year, and even the 
carry-over of summer types of shoes, darkens the out- 
look. Of course, we will never see the day when we 
will consume all of the things raised and made in their 
season. There must be reserves, and more in some busi- 
ness than others. 
In an article as styleful and seasonal as shoes, the 
difficulty of carry-over increases yearly. Here is good 
advice from W. H. Block of Seattle, Washington: “You 
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can never sell goods next season for what you sold them 
for this season. Oft times a summer shoe, selling for 








variable substance. No two skins are just alike. Dif- 
ferent parts of the same skin differ greatly in quality, 















num- ' ngs : ' ; ait 
h $6, will look too good to cut to $3 in order to clean it up and the entire process of handling and tanning is one 
sr the end of the season. The temptation to hang in’ which necessarily admits the possibility of accidental 
— until next year is great, but what always happens? damage at any one of a dozen stages. Consequently, 
\Vhen next season rolls around the manufacturers are quality in leather cannot be determined by any such 
showing newer and prettier styles. What was a semi-simple inspections or tests as will determine the quality, 
staple is changed to something newer, so the number for example, of a carload of wheat, or an ingot of steel 
carried over looks exactly what it is. or iron, or a certain weave of cotton or woolen fabric, 
Uni- | “On the other hand, maybe the style is still good, but in which a certain percentage of chemically determined 
arch Othe boys, knowing that it is a leftover, shy away from it. carbon, or so many threads to the inch, or like compara- 
: n the end, the shoes have to be forced out, so why not _ tively simple test, is the principal basis. 
nil é 'o it in the first place, making your money work for you The general public cannot become experts in foot- 
mee. ie in the interval? A quick liquidation is following the lines wear. It learns through its study of values presented 
ving ; of least resistance, \When one figures up the total re- that the price is a factor sufficient to induce purchasing, 
et ; cult, the benefit of a complete clearance of seasonable — or it finds in styles an incentive to buy no matter where 
1 63 H shoes is apparent.” the price strikes. The courage to ask a price is needed 
om, é —try it this Fall. 
fa a ee 
vest | : a i 
ese I What 1s Value? 7 
ind The Right Size Always 
res. “TRUE value of a shoe is in the price it will bring when 
erv if sold to the public. ERE is a saying which applies within the trade only, 
wo First cost has nothing to do with the price the shoe and which ought to be posted up in every store: 
" i ill command. There may be price-cowardice which “LET THE SALESMAN STICK TO HIS STICK" 
wea | | forbid prices above a certain peak, but there is no bot- There is nothing like an appeal to the measuring stick 
na ™@ tom to the values which a mid-season clearance may _ to settle the question of size and width required. There 
ie - develop. ought to be a measuring 
3 It is a difficult matter stick hung on every sec 
re, : to convey to the public . tion of a shoe store, and 
ff. (any definite, technical in- Good News the stick should always 
ted formation relating to : . be used, even though the 
wail shoes which will give a clerk happens to know 
“a real working knowledge I extend to the Boor AND SHOE RECORDER the exact measurement 
on of the subject. Inas- and the members of your Staff my kind and of «& euteme’s ton. 
gp ; sincere congratulations on the recent expan- See eaitiis . . aeinidils 
for much as even expert, sion of your publication and have before ee ee 
professional shoe buyers me, at the time of this writing, copy of the accuracy always. 
re || «Will sometimes vary 50 Recorver of August 17th, printed in color, The measuring stick is 
wre cents a pair in their esti- for which I wish to also add my highest ap- as much an instrument 
> Al ‘ten ol the wales of ot proval of the splendid piece of work, and I of the shoe fitter’s pro- 
si- @ ; can foresee in the future of your great pub- a 
unknown shoe, it can lication a great and outstanding exponent of fession as the stethescope 
easily be understood that the practical and the artistic side of the Shoe is of the physician's. It 
no brief manual of in- Industry combined. inspires far more con- 
struction can make the (Signed ) CHARLES E. WILLIAMS, fidence in the customer’s 
‘ casual, non-technical con- C. E. Williams Shoe Co., St. Louis, Mo. mind to have the sales- 
‘at [| sumer a competent judge * ¥ * man apply his measuring 
ry § of shoe values. A merchant beloved by the entire Shoe fra- stick than to have him 
he @ One difficulty is that ternity speaks his mind on the new RECORDER. look inside the old shoe 
he leather is an_ infinitely Mr. Williams occupies a most prominent part to ascertain the size. 
t- in the growth and development of retail asso- 
ciations and of his great city of St. Louis. He 
ving is affectionately known as the “business mayor.” 
IT May we express thanks to him for the spirit 
3i- of his letter. 
1e Sut a ge 
rd President. 
yu 
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EEDING out the unprofitable items and cul- 
W tivating the profitable lines is one of the 

dominant activities of business today. The 
shoe industry has been accused, probably with justice, of 
being slow in realizing the necessity of buckling right 
down to this job in earnest. 


But it’s not so easy to determine just what parts of 
the stock are really unprofitable. The retailer who 


The expense of selling any certain division of the stock 
It varies mainly ac- 
In a store whose yearly expense 
is 30% with a 21% time turnover, an individual line hav- 
ing a turnover of 31% times probably costs only 25% to 
But a line having a 2 time turnover 


differs from the average expense. 
cording to the turnover. 


sell instead of 30%. 
no doubt incurs an expense of about 35%. 


Rate of Turnover 


Ae 33 3) 2 


bh 


Cost of Selling -% 





42 


makes a careful analysis of his business will be con- 
fronted with this disconcerting fact: 

Just because his expenses may total 30 per cent of 
his sales, it does not follow that all lines which carry a 
net mark up of 35 per cent necessarily produce a profit. 
Neither does it mean that items sold at a net mark up 
of 25 per cent are handled at a loss. 

Let’s investigate this paradox. 
vary with the amount of sales, but after a store has 
become a going concern approximately half its expenses 
are indirect, or fixed, such as rent, heat, light, porter 

service, etc. They go on regardless of busi- 
The other half has a more direct rela- 
tion to sales. It includes salesmen’s salaries, 
wrapping and delivery, ticket auditing, etc. 

If we could but fasten every bit of all ex- 
penses right down on the item to which it 
belongs, then locating the unprofitable items 
would be easy. But necessity compels us to 
charge expenses against the items sold, whereas 
most of our expenses are incurred in handling 
the unsold goods. 

Let’s estimate that we show each customer 
an average of six shoes whether she buys or 
not. If we are in earnest about trying to de- 
termine which lines are unprofitable, we would 
charge up against each shoe the actual time 
spent in showing it from the time it comes in 
till it finally leaves. 

Suppose a shoe stays on the shelf six months. 
It is shown probably a dozen times or more, 
and should properly be charged with all the 
time the salesman spends upon it. It should 
also bear its share of the insurance, the time 
spent in moving it from shelf to shelf, dust- 
ing it and keeping it on the stock book. 


Expenses naturally 


ness. 
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Now add the time spent by the merchant in 
worrying about it and planning how to sell it. 
Then put down the cost of advertising it, and 
don’t forget that every shoe on the shelf 
should bear its share of the salesmen’s idle time 
while they are waiting for someone to come 
in for that shoe. 

According to G. E. Bittner of the United 
States Department of Commerce this idle time 
amounts to one-third of the salesman’s day. 
If the shoe is sold and then returned, there is 
another sizable expense to be heaped upon its 
back. 


OW all of these costs should be charged to 

the unsold shoes, for when a shoe has been 
sold you no longer advertise it, nor dust it, nor 
move it, nor spend time demonstrating it, nor 
worry about it, nor pay insurance on it. 

On the opposite extreme let’s suppose a shoe 
comes in, the salesman tries it on once and 
sells it immediately. The expense on that shoe 
is almost nothing, whether it be a five dollar 
shoe or a twenty-five dollar pair. Fifty cents 
might possibly cover everything. 

Sounds foolish, doesn’t it? Yet these things 
must positively be taken into consideration if 
you are at all serious in your endeavor to locate 
your unprofitable lines. 

Further thought will show you that, in a 
general way, the longer a shoe stays on the 
shelf, the greater amount of these expenses it 
is responsible for. The age of the shoe 
primarily determines how much expenses it 
has incurred. 

[TURN TO PAGE 89, PLEASE] 
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To find the turnover of any line or division of 
stock locate the stock on hand in the left hand 
column and the weekly sales across the top. The 
figure where these two lines cross is the rate of 











































































turnower. 
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By E. Gamlen 


Dh GAMLEN, Secretary-Treasurer 
e of the Frank Werner Co., San 
Francisco, has had an _ interesting 
retail business experience extending 
back some thirty years. Starting in 
as errand boy, he worked up, cover- 
ing all the various phases of selling, 
even the house-to-house work. Several 
years ago Mr. Gamlen majored in 
accounting, so he now holds a Certi- 
fied Accountant’s certificate. In this 
article he “speaks with authority.” 


A RETAIL METHOD of INVENTORY 
AS APDPLIED is WERRER STORES 


F one wishes to apply the retail 

method of inventory to his busi- 

ness the first thing to do is to take 
inventory at both cost and selling 
Each department is figured separately, the mark- 
up being the difference between the cost and selling 
prices. By dividing the total selling price of the inven- 
tory of each department into the mark-up gives the per- 
centage On the selling price. Thus, if the cost price 
the men’s department was 
$31,000.00 and the selling price of the same inventory 
was $50,000.00 the mark-up percentage 
$19,000.00 - $50,000.00 = 38 per cent. 

In each of our stores the sales, purchases and stocks 
are departmentalized both by units and value. This gives 
us excellent control and enables us to watch sales, turn- 
over, mark-up and units. 

These departments are as follow: 





prices. 


of your inventory in 


would be 


Men’s shoes; 


women’s shoes; misses’ shoes; children’s shoes; boys’ 
shoes; findings; buckles; hosiery; slippers; rubbers; 
ballet shoes; hand bags, twelve in all. 


On the facsimile sheet given on the 
opposite page you will observe that it 
records the purchases and sales of the 
men’s department. The figures, of 
course, are fictitious, but they will serve the purpose of 





illustration. 


S each invoice is received and checked it is written 

on the sheet. 
(Column A). The manufacturer’s name (Column B). A 
column is provided for the posting check mark showing 
whether or not it has been posted to the ledger. Col- 
umns “D” and “E” record the number of pairs of shoes 
Column “F”’ 
shows the total gross amount of the invoice. Column 
“G” the freight or express. Column “H” the landed 
cost ; that is, the invoice cost plus the freight or express. 
Column “I” the total selling price of the shoes on each 
invoice, and Column “J” the percentage of mark-up on 
each invoice and the cumulative percentage. It will be 
seen by referring to the items in Column “J” that the 


on each invoice in high and low shoes. 
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PURCHASE & SALES RECORD 


~ meres S 





38.20 per cent to 39 per cent, whilst the mark- 


up rate on the total of the invoices is 38.75 


per cent. 


The selling price of each shoe is put on 
and the extensions calcu- 
lated by the invoice clerk. 
of the invoice is stamped with a rub- 
ber stamp, and particulars of cost, 
freight and express, total selling 
price, mark-up and the mark-up 
percentage are shown in spaces 


the invoice 


provided. 


On the right hand side of 


the Purchase and 


record sheet given above 


Sales 


[TURN TO PAGE 93, PLEASE] 
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44 BILLY ROGER 


oq 


ILLY was worried over the 
B attitude of his competitor, 
Morland. He reviewed the 
situation with June Solent while they 
had an ice cream soda at Felkington’s 
Restaurant. Felkington’s was the 
popular restaurant and soda 
fountain in Fretton—principally be- 
cause it was clean, had snappy fixtures 
and gave prompt service. 

“The ice cream is good—but no bet- 
ter than the average drug store, but 
everything is served so attractively,” 
comment. 


most 


“And that makes a good sales policy for a shoe store,” 
Billy added solemnly. “But speaking of Morland, I can’t 
understand him. He wanted to sell me his store, but 
we agreed it wasn’t a good thing for me to do—then 
his brother-in-law, Leslie Featherfew, wanted to work 
for me; and I didn’t want him. Surely that’s nothing 
But you remem- 
ber the big advertisement he ran in last Friday’s Courier 
—evidently to swamp my opening advertisement. Then 


for Morland to get on his neck about. 


Joe Rowe tells me today that 
he’s got a lot of shoes in his 
window like my Number 277 
which I’m selling at $5.95—and 
he’s marked ’em $4.95.” 

“It’s too bad, honey,” June 
looked serious, “but he seems to 
have turned against you. I 
heard that Leslie has been say- 
ing that they intend to run you 
out of town in six months. But 
I wouldn’t worry much about it. 
He’s got a miserable store, you 





was June’s critical 





WHAT HAS 
GONE BEFORE: 


ILLY ROGERS wanted to 
own a shoe store. He had 
$17,000 and some practical expe- 
rience acquired as a salesman in 
Parker’s Shoe Shop. George 
Morland was willing to sell his 
store for $22,000. Too willing, 
in fact, as it appeared when 
Billy, acting on th eadvice of 
June Solent, consulted Jethro 
Blunt, president of Fretton Na- 
tional Bank, and the latter 
scanned the figures on Morland’s 
business. Under Blunt’s relent- 
less questioning, Billy presently 
discovered that he had plenty to 
learn about running a business. 
The banker shrewdly advised 
Billy to see Mr. Parker, whose 
employ he had quit when he de- 
cided to blossom out as a full- 
fledged competitor. Billy over- 
came his reluctance to call on 
his old boss and was more than 
ever convinced that there were 
lots of things he didn’t know. 
But he soon mastered a few ba- 
sic principles and was eager to 
lecrn more. June also conrtib- 
uted some helpful ideas. Billy 
finally opened his store after 
many trials and _ tribulations. 
His first morning was a busy 
one, too busy to be comfortable, 
and in the afternoon June came 
in to help him. Experience that 
day taught them that store 
management has its problems. 
Episode VII follows: 





know. Mr. Parker told me he was 
pretty well done for.” 
“Maybe.” 


CPR tM She LAS 


: , i 
Billy was unconvinced, 


“but he has a terrific stock—as much § 


as I have, I guess,” he snorted bitter- 
ly as he thought of his own crazy buy- 


ing that had loaded him with a stock 


three times as large as it should be, 
“and Joe told me his store is very busy. 
I’ve sent Joe each day to see what's 
doing generally. 
Saturday. On Monday and Tuesday 


he had cut price shoes in the window and was quite busy. 


And again today he’s doing a good trade—better than 


: ” 
mine. 


competition. 


“T’ll go after him, that’s what I'll do. 
at me, he’s cutting just what I show, or as near as he has 





“But if he cuts prices, he cuts against every other shox 
merchant in Fretton. 
to make it pay. 
much.” June wanted to cheer Billy up, but she hersel! 
was obviously disturbed over this sudden and immediate 


And I don’t see how he’ll be able 
I don’t think I should worry—too 


He’s driving 


to it. I'll cut below him—! 
guess I can keep it up longer 
than he can,” Billy flared up 
belligerently. 


pushed back her empty glass 
and prepared to leave. 

A few minutes later Billy was 
back in his store. The plate 
glass people were there measur- 
ing for a new pane to replace 
the one broken the day before 
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He was busy on 


“Well, you know best, Billy,” ; 
June said doubtfully, as she § 
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EPISODE VII 


By HAROLD WHITEHEAD 








“But it’s rather 
like locking the garage after the car’s been pinched,” 
he grumbled. 


Billy had plate glass insurance now. 


E was talking with Captain Jacks on the desirability 

of cutting prices against Morland when Seymore 
Jones, the advertising solicitor of the Fretton Courier, 
came in. 

“Hello, old timer. I’d like to talk with you about 
your advertising. Your copy last week was rotten— 
to speak kindly of the dead—and I'd like to suggest that 
you go into it now. I’ve an hour to spare if I can 
help you.” 

Billy promptly told Jones about the Morland upset, 
and said he felt like conducting a good hot price cutting 
war against him. 

“That’s the talk, me boy. We said in the army that 
the best defense is a strong attack. Go after the old 
fool’s scalp. Hit ’im hard, I say,” and that old fire 
eater, Captain Jacks, glared around the little store. 
“Let’s talk it over first,” suggested Jones mildly. 
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“Better to keep away from trouble than get out of it.” 


“Nonsense,” snapped Jacks, “that’s damned 
pacifist talk. The only language most people under- 
stand is a hot one that hits to hurt. Hit that old 


scoundrel so hard that he’ll be glad to lay off vou in the 


your 


future.” 

“Just the same,” persisted Jones, smiling, “we might 
think out what’s the best way to go about it.” 

A customer came in, so with a snort the Captain left 
to wait on her. 

“Now, old timer, let’s see what’s to do while old fire 
brand is busy. Have you any definite plan for adver- 
tising ?” 

“Well, no, I haven't,” Billy admitted. 

“TI thought you told me you had a budget. 


’ 


’ 


If so, how 
much have you for advertising ?’ 
“Gosh, I forgot the old budget! I'll get it.” After 
a brief hunt in the desk he found the budget that June 
and he had worked up and announced, “We have $600 

for our advertising.” 
[TURN TO PAGE 104, PLEASE] 
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INSTANTANEOUS 


Dror Guwe _ 


$10.00, what is your profit? Many people would 

figure it to be a profit of 100 per cent. But that 
answer is not correct. Profit should always be based on 
the selling price, and not on the cost. 

The above chart gives the correct profit without any 
figuring whatever. Simply run a straight line through 
the cost, Column A, and through the selling price, Col- 
umn B. The intersection of that straight line with 
Column C gives the correct answer. Thus the dotted 
line drawn across the chart shows that the correct an- 
swer to the question above is “50 per cent profit.” 

The rule on which this chart is based is this: “Sub- 
tract the cost from the selling price and divide the dif- 
ference by the selling price. The answer is the true 
profit—commonly called the ‘gross profit’.” 

For other values not given on the chart simply add 
ciphers. Thus if the cost is $50.00 and the selling 
price $100.00, the same figures and the same dotted line 
would be used as above and the answer will be the same, 
namely, 50 per cent. 


I: you buy $5.00 worth of goods and then sell it for 


OR 


Subtract the cost from the selling 
price and divide the difference by 
The answer is 


called 


the selling price. 


true profit — commonly 


“gross profit.” 


wwvwJwTowvovwvovwvwvs wy 


Profit is the vital tactor today, as it is in all business, 
and yet it is an astonishing fact that many retail mer- 
chants are unable to determine how much profit they 
make on the various lines of shoes they sell. There are 
many matters which enter into the subject but the first 
essential is to be able to figure quickly and surely the 
gross profit that can be expected to result from a given 
sale. Many a retailer would price his stock differently 
if he realized what his actual gross profit would be. 

Knowing the gross profit that will result from a given 
sale, the retailer must then, of course, figure the various 
items which will enter into the determination of his net 
profit, or the money he will actually make from the 
transaction. Here the various cost and expense items 
must be considered and it is important that the retailer 
figure these with a similar degree of accuracy. Having 
done this he will be able to determine his cost of sales 
and this information, used in connection with the gross 
profit that can be quickly determined by means of the 
above table, will enable him to determine whether a 
given selling price is adequate to yield a profit. 
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No. 1237 — The “Se nior,’ 
‘American Gentleman.’ a 

cial, made of Jetta Black 

Calf, welt single sole, half 

rubber heel, one wid 

Cc oman ation Byron La t. 
-1 A, 6%-11 B, 6-11 C, 

5-11 D. 





Hamilton-Brown Shoe Go. 
St. Louis, Mo. i 
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Shoes Mark the Man 


Alert shoe merchants are sensing the advantage of making 
their men customers more “shoe conscious.” It leads inevit- 
ably to more pairs sold. 


Manufacturers and retail distributors of women’s footwear 
have profited handsomely from the natural womanly pride in- 
stinct for smart appearance. She knows ensemble value. 


Urge your men customers to “Dress Up Your Feet—IT PAYS” 
—in respect and appreciation of their fellows and friends, It 
gives proper entrée to the fraternity of good dressers. 


JETTA BLACK CALF contributes immensely to the style ap- 
pearance and wear of men’s shoes for it has a lustre finish, a 
fine flat grain with a tight break, is mellow, and in the fitting 
gives that degree of comfort men place as a first consideration 


in buying. 


JETTA CALF value justifies the price asked for a good shoe 
well made. 


It aids the merchant to build repeat business. 


Many of the best lines include JETTA CALF in their fall and 
winter numbers. Order them with assurance of quality and 
style values. 


Swatches will be sent on request. 
f % - . ‘HIV 
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PARTHENON, 
at Athens, built by Callicrates 


and Ictimus during the ad- 
ministration of Pericles. It is 
considered one of the most per- 
fectly proportioned and beau- 


tiful structures of all time. 
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PERFECTION of proportion and exacting 
technical construction have made the United 
Cushion Heel outstanding. When attached, 
Zz the United Cushion Heel becomes an actual 
UF part of the shoe and retains the graceful and 
ee stylish lines which the designer has created. 
The cored construction insures tight edges for 


the life of the shoe and prevents the heel from 








squashing out of shape with age and wear. 
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CUSHION AN Look for the 
HEEL ; ‘D 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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MIGHTY FINE QUALITY SLIPPERS 





SLIPPERS OF MERIT 


WE SPECIALIZE IN “WOOLSKIN and SHEEPSKIN QUALITY SLIPPERS.” 
pow Hy ee teen wine yo t, Hunters, Sportsmen 
Investigate there inge Hootees., PROVEN SELLERS WITH PROFIT, 


—~ ALL IN STOCK STYLES. 





No. 171—Men’s Shearling Bootee, Flexible Out- _ ~ : 
sole; Rubber Heel; No. 271 Women’s style. Se bn A Proven "Fall, neinter No. 2103—Women’s + a Ry =e. Woolskin Bootee. 
Volume Seller. Also, Men’s and Children 


The Steadily Increased Demand for Kozy Komforts, attests their True Quality and with Prices 
that will pave the way for GREATER SLIPPER SALES & PROFITS FOR YOUR STORE. Your 
Inquiry will be received with pleasure. 






1701 Richards Street 














YOu WILL SELL MORE SHOES BY FEATURING 
BEATHER Bow AnD SHOE COMBI «ATIONS 


LEATHER BOWS IN STOCK 


Footwear for Milady trimmed 
with leather bows are the big 
fashion sellers for Fall. Leading 
New York Merchants are featur- 
ing Vanity bow and shoe en- 
_ sembles increasing their business 
No. 8002—Patent Teather ana tremendously. Leather bows Noe. s003—sisck satin and silver 
Eictatie int aay’ combination ot Change staple, slow moving pat- ‘er trimming. Lengtn'4” by I” high 
popular leathers. Size 3%” wide by in center. Price $6.00 per dozen 


114” high in center. Price $6.00 terns to fast selling high style  »**. 
leaders. 


The models illustrated are Vanity Crea- 
tions which will enhance the shoe 
ornamented. Order direct from this ad- 
vertisement. Minimum order dozen pair. 


Specify Materials and Colors. 


3 y | 3 
No. 5922—Patent and Silver or any : A | : 2 3 . 6006—Patent Leather and Gun 


other combination of popular leathers. Metal Silk, $4.00 per dozen pairs; 
geome emer es ROVELTY WORKS etic deer ia iis 
ee er ee Soe 1261 Atlantie Ave. Brooklyn, N.Y. ~~ ”~°* °* 

WRITE FOR CIRCULAR 
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[Lar 
THE GREAr 


anti0NAL SHOE WEEK, 







Can we help you in your 








merchandise needs or in 


solving a store problem? 














If so, why not check and return this 
j coupon, or write us a special letter out- 
ee. lining your needs? 

The Information Bureau of the Boot 
and Shoe Recorder is at your service 
for the asking. 

We.are in daily correspondence with 
shoe merchants all over the United States 
on matters pertaining to shoe selling and 
store keeping. 





We are interested in your problems, and 
ready to serve you. 
* * kt & & 
Information Bureau Boot and Shoe Re- 
corder with which is combined The 
Shoe Retailer a ea Federal Street, 
Boston, Mass. 




















0) Advertising C) Hosiery Display Fixtures [] Souvenirs 

C] Advertising Cut Service (] Hosiery (state kind) 1) Shoe Dressings 

(0 Advertising Novelties C] Interior Lighting CO] Shoe Fitting 

C Arch Supports, metal C) Literature on Leather C Shoe Trees 

(] Arch Supports, non-metal ([] Leg Forms O Sh Ivi : 

O Bookkeeping System [] Ornaments (Shoe) i aati ; 

(C Backgrounds, Window C) Reflectors (Window) 1) Talk on How Shoes Are 
C) Carton Labels [] Riding Boots Made ; : 
(] Carton Tickets C] Show Cards O Talk on Foot Construc- 
C] Cost and Profit Chart CL] Stock Record System tion 
| C] Counters [) Store Seating Plans []) Talk on the Development 

C) Fitting Stools C] Show Cases of Shoe Style 

C) Fixtures, Display [] Store Fronts (1) Trade-mark Information 
C) Floral Decorations CL] Store Ladders [] Window Lighting 
C) Foot Measuring Devices (] Shoe Store Mirrors (] X-Ray Machines 





iii cei ee eee eee eeatad raglan se Becleeneuesb ents ite a eet etrive ate 
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Here’s how you ean seth 

















Mr. Independenke. 


To get your full share— 


and more—of the profit- : th 
able gym shoe business 2 fa 
during these opening gin 









school weeks, you need 
a complete line of canvas rubber-soled 





NO eT 


BB ac RN i licen eh li 


GRIP SURE shoes with exclusive features. 5 tir 
The best all-around sport shoe—“no shoe ‘ , 

can take the place of Grip Sure.” The GRIPS give you just wh at you need. 

famous patented suction cup soles are an : : rae P 

exclusive Grip Sure feature. A wonder- With their patented, distinctive sole de- 

ful basketball and gym shoe. Real value 


at a moderate price signs, Grips take hold and hug the 
floor, prevent slipping or skidding, and 
have exceptionally sturdy uppers. 


Sizes Price 


Men’s .. 6-11 $1.55 


BOYS’ 2%-6 = 1.45 
Youths’. 12- 2 1.35 


THE BEACON FALLS RUBBE 


241 Congress St. 1714 Washington Avenue 208 So. Jefferson Si. 426 Second Avenue, No 
Boston, Mass. St. Louis, Mo. Chicago, Ill, Minneapolis, Minn. 


RODEO 


A popular sole design, made of extra 
fine quality black rubber; firmly grips 
the floor. Very attractive upper. Ex- 
ceptional value at a most reasonable 
price. Made in both white and brown, 
with trimmings to harmonize. 





CLEETO 
Sizes Price 
“The last word in boys’ sport shoes.” Men’s .. 6-12 $1.25 
The new Top Notch cleated sole (Design BOYS’ 21%- 6 1.15 
Pat.) is absolutely distinctive. A splen- Youths’. 11-2 1.00 RC 
did shoe for indoor track work. Made CREPESTER Th 
in grey, white and brown with soles and Durable backed-up duck upper, athletic foc 
trimming to harmonize. cut, (lace to toe), made white with grey ma 
trimming, ankle patch, back stay; best ex! 


quality crepe sole. 





Sizes Price Sizes Price 





Men’s .. 6-11 $1.40 Os eee 6-11 $1.40 
BOYS’ 2%- 6 1.30 BOYS’ 2%-6 1.30 4 
Youths’. I11- 2 1.20 Youths’ ... ILl- 2 1.15 

Little Gents’ 8-10% 1.15 


Women’s .. 2%- 8 1.30 ” 
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Grips afford the perfect foot freedom 
that every boy and girl wants today in 
their gym and basket-ball shoes. 


Important, too, is this fact about Top 
Notch Grips: 


You get protective distribution on a dis- 

tinctive line that lends individuality to 
your store. You can win 
out against cut price com- 
petition, at the same time 
cutting down your in- 
vestment and increasing 
your turnover. 


Send for sample pairs or sample cases 


Make Top Notch Rubb 
OE COMPANY ‘and Cantar Rubber Sole 
ootwear 


2 Penn Avenue 106 Duane St. 530 Howard St. 
burgh, Pa. New York, N. Y. San Francisco, Cal. 


WOMEN’S ONSET 


A splendid low priced athletic shoe 
for women’s gymnasium wear. Made 
with white duck upper, loose lining, 
white rubber sole. 


Sizes Price 
Women’s Bal . 2%- 8 $0.95 


ROYAL BAL 


The “Royal” Line is our lowest priced 
footwear offering. It is built to give the 
maximum wear that can be reasonably 
expected of a line so low priced. 


Sizes Price 
Men’s Bals . 6-11 $0.79 


Bals 
BOYS’ 24-6 75 
Youths’ Bals 
2 -70 
8 75 
2 -70 


65 


Loot AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 14, 1929 


LEADER JUNIOR 


The “Leader Junior” is a shoe in which 
are combined many of the features of 
our higher priced shoes. Made in white 
or brown duck uppers, with black sport 
trimming, and ankle patch. The sole is 
a light colored sole carrying the well 
known Beacon Falls imprint. 


Sizes Price 
Oy eee 6-11 $0.84 
BOYS’ . 2%- 6 -78 
Youths’ ... Ill- 2 -73 


Little Gents’ Jr. 
6-10% .70 


ASBURY OXFORD 


An inexpensive, durable all-around gym 
shoe. Well-made, with a reinforced toe 
cap of neat appearance and having good 
wearing qualities. 

The Brown Oxford is made with brown 
sole. 


Sizes Price 
6-12 $0.84 


Oxford 
sore SS. xs 
Youths’ Oxford 
ll- 2 
Women’s Oxford 
2%- 8 
Misses’ Oxford 
11%- 2 
Child’s Oxford 
6-11 


Men’s Oxford 








lou can asily Sell 
that ‘xtra \ouc 


Of Nalue .. 


MALL details are 

very much on her 
mind, when the smartly dressed 
woman of today examines a new 
coat, or gown. She looks for the 
little extra touches, the kind of 
trimming, the placing of a bow, 
an attractive buckle... the items 
that really clinch the sale. So with 
men! 

Goodrich Heels are an extra 
touch of value on a pair of shoes. 
They guarantee genuine heel 
comfort, long wear,smartness. 
The Goodrich name has a distinct 


oodrich | 
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sales value because of Goodrich 
prestige. 

You can cash in on the 
Goodrich reputation by specifying 
Goodrich heels on your shoes, 
without additional cost. It is one 
more touch of value that helps 
. the sale; one more good name to 


gain your customers’ confidence 
and hold their trade. 

The B. F. Goodrich Rubber 
Company, Established 1870, 


Akron, Ohio. Pacific Goodrich 
Rubber Company, Los Angeles, 
Calif. In Canada: Canadian 
Goodrich Co., Kitchener, Ont. 


Rubber Heels... 
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BUY as you SELL, >, 


And Avoid Frozen Capital in End Sizes: ~ 
The Recorder Stock Record System Helps You Do Just That! 


" 


RECORD 










One hour a week 
keeps your rec- 
ords complete. 





RECORDER STOCK RECORD SYSTEM 1 \} 
Dat a o 
-|w b 


WLY INVENTORY 


Every sale and | 
purchase re- 
corded. 


ee 
od s Ree ee ere OS 
ee iN at cite css he ae : a 





Visible daily 
turnover and 
sales report. 
Send for your | | ~ 
copy today; it 
will prove an in- }} | 


*valuable aid in 

keeping you ac- 

, curately in- 

vecemese: | SES =e formed from day 
eu to day. 











sv adoublies cael SB rales 








BUYING ORDER 





Stock Record Book, with 4 Inventory 

oe Pads (or 2 Inventory Pads, and 2 

ry | alms] o | me] elas] 8 les] elas| imi e imsi } | Buying Order Pads) and 1000 Car- 
ne & ton tickets with clips:— 


$9.00 ||| 




















/ 
a ae | |_| West of Denver, $8.50 
Se Canada and Foreign, $9.25 
s e f binder—al ° ° 
00 aaily” 25> FR a My oe ee ‘Sheets and Above, not including 
560 Buying order sheets. CARTON TICKETS, $5.50 
Shoe Carton Tickets West of Denver, $6.00 : 
50c. per 100; $1.50 for 500; $2.50 for 1000. Canada and Foreign, $6.50 
|] Clips supplied when quantity ordered is 500 or more. 
Postage prepaid—check with order please. Postage Prepaid—Check with order, please 














MERCHANTS SERVICE DEPARTMENT 


J Boot and Shoe Recorder 
189 WEST MADISON STREET CHICAGO, ILLINOIS 
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/KEPNER SPORT ELK 





139 South Street 
Boston, Mass. 


Branches in New York 
and St. Louis 


ESTABLISHED 
S UPREMACY pr se 

















quickly to outstanding 

achievement in any field of 
endeavor. The public was quick to perceive in Kepner Elk Leathers 
a new standard of quality and service and has tangibly expressed its 
appreciation through increasing “repeat business.” 
Behind every outstanding achievement is a definite object—in our 
case, the object is to satisfy our customers. Satisfaction, we know, 
is best expressed in terms of quality—you will find that quality con- 


spicuously present in every leather sponsored by this house. 


C. D. KEPNER LEATHER CO. 


The friendly house of Boston 
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PAD FOR SPREADING 
CLEANER 











a 
SUEDE CLEANER 
IN STICK FORM 


Oey FANG AND RENOVIII 
NUBUCK, SUEDE &l 
SLOTH AND CANVAS. SkOi 


AL30 GOOD FOR 
‘ATS. GLOVES ano €! 


MAN ra TUREC Br 


|T SHOE POLISHC 


\; 7 i rons ee) 
ce . 


‘UtLUsLewemmat HH 





SANDPAPER FOR RUBBING 
SCUFFED PLACES 





ARE 





des 


IN THE ASCENDENCY 


No question of suede's growing sales this fall and 
winter. No question, either, of the absolute 
necessity of a proven suede cleaner to bring out 
the best service and complete satisfaction m@ 
of suede footwear. 


ey ee 


Sy cided le Be! 


ox 





aioe a 


Bites 33 


Only a dry suede cleaner will meet the require- : 
ments of your customers, and the most satisfac- 
tory dry suede cleaner 1s 


‘stick’ 


Uniform texture free from grit— 

Dependable colors matching the 
Textile Color Card— 

Available in convenient assort- 
ments— 

Will change shade of shoe if de- 
sired— 

Each stick packed in convenient 
wooden container with a sand- 
paper buffer and soft pad for | 
spreading — be 


IT STICK is easy to obtain from | 

your jobber—easy to sell, for i. 

every wearer of suede shoes needs 
it—eminently satisfactory because 

of its convenient form and ‘abso- 

lute quality. i 

Write for our Color Card 

IT STICK MAY BE ORDERED FROM YOUR JOBBER si 
{ 

; 














OR FROM 


IT SHOE POLISH CO. 


BALTIMORE, MD. 
Also a complete stock at South End Warehouse, San Francisco - 
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Progressive Merchants 


depend entirely upon the General Footwear 
Corporation for their slipper requirements, 
earning extra profits through intelligent slip- 
per merchandising. 


The entire sales force featuring Vanity Fair 
slippers for women and children, and Ber- 
keley slippers for men are now in their re- 
spective territories, offering the finest quality 
and most moderately priced slipper made. 


We are anxious to have you see our line and 
urge you to write or wire the factory if our 
salesmen have not yet called on you. 


GENERAL FOOTWEAR CORP’N 


Also Manufacturers of ERE Quality Slippers for Men 


476 Broadway New York 


Pacific Coast Distributors—Williams Marvin Co., 
San Francisco, Cal. 
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In-Stock—Immediate Delivery 


521—Ladies’ genuine “Vici” D’Orsay, 
“Suntan” moire lining, smooth 
folded inner, moulded counter, 
steel shank, 12/8 covered heel, 
leather toplift, padded grain kid 
sole to match. 
In Stock: Red, Blue, Green, Pur- 
ple, Black, Patent and Golden 


Brown, $2.00 


501—Same model as 521 with fine 
pastel satin lining. 
In Stock: Red, Blue, Green, Pur- 


ple, Black and Patent, $2.35 








She Jefferson Smport Co 


IMPORTERS OF 


BROS &\ Hut 


— . 


Announce their Spring and Sum- 
mer 1930 line in time for Southern 


Resort Selling. 


& 


aS Shien: 


“iw 
Aly 


2 We 


55 iS een 


ai aie NIT 


ee 
as. 


~ =. 


P aris has created in 
WEAVETTE and _ JICO 
Sandals for Spring and 
Summer 1930 the most 
colorful Woven Patterns 
ever assembled. Although 
this is reason enough for 
your choosing Weavette and 
Jico Sandals—we have not 
neglected to add many fine 
shoemaking features which 
make our line even more 
desirable. 








Jefferson Import Co., Ine. 
Marbridge Bldg. 
1328 Broadway New York 


Also Importers of 


dico) 


Made in Czecho-Slovakia 
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FOOT-FRIENDS 


ARE PROFITABLE 


Smart Shoes 













WRITE FOR 
THIS NEW CATALOG 


36 STYLES IN-STOCK 


THE LAPE & ADLER COMPANY .. Columbus . Ohio 















Profitable ... RETAILING AT $8.50 to $10.00.. 


. Volume 
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Again MODERN MISS Leads! 


This time with the new 
“VARSITY TAP” — with 


the tingle ball in each heel, 
and metal “football” plate. 
A creation which will quicken 
sales and profits. A won- 
derful seller. Order yours 
TO-DAY! 
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The Crawford Shank 


SPLIT RIVET 
LOCKING SHANK 
TO INSOLE 








¢ 


ELONGATED SLOT 
PERMITS SLIDING 
ACTION 
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ResILiENcy is as vital to the shank of the shoe as it 
is to the suspension bridge. To withstand the weight and severe 
strain, the Crawford Arch Supporting Shank —like the suspen- 
sion bridge — is constructed so that it will move up and down 
as weight is applied and removed. 

The Crawford Arch Supporting Shank embodies the combina- 
tion of rigidity and flexibility. It is a resilient steel brace built 
into the shoe. A truss, riveted to the under side of the shank, 
keeps it in its original curved shape. One end of the shank is 
slotted and fitted around a split rivet, so that it will slide back 
and forth as the weight of the body is applied and removed from 
the foot, yielding just enough, under pressure, to accommodate the 
natural flattening of the arch. When the foot is raised, it springs 
back into its original position. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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OW MANY OF YOUR 
CUSTOMERS CARRY A 


A A pair of shoe laces? Yes—the answer 
is “Hardly any.” 


Curious, isn’t it, that every man who 
laces his shoes has had that aggravating experience of suddenly breaking his laces 
while in a hurry. Yet he seldom has an extra pair handy. 








So there is a double reason for selling your customers Matson Tipped Shoe Laecs: 


To insure them against broken laces by putting in their shoes the finest woven 
lace money can buy. 


And to provide them with several extra pairs so they may always be able to lace 
their shoes neatly. 


Matson Tipped Laces are so goodlooking that it is merely a matter of showing and 
suggesting to clinch many an extra profit. 


SHOE LACE CO. ik 


610 Manton Avenue 
Providence, R. I. 





Manufacturers of 
ACE PONAGANSETT ALGONQUIN 





Shoe Laces, ° 
DISTRIBUTORS 
Lothrop & Co., Strauss Bros. & Co., 
DISTRIBUTORS 85 = &.. ee ee, 
Mr. Robert Baker, Hughes, Fawcett, Inc., Boston, Mass. ow » mm 5 
366 Fifth in, tis Franklin 8t., National Fabric & United Shoe Machinery 
New York, N. Y. New York, N. Y. Finishing Co., Corp., 
leine, Mhever & 210 South St.. Albany Bldg., 
Gpembertio, Ine., John Lawrie & oom. ston, Mass. Boston, Mass. 
North 3rd 8t., 515 So. Franklin 8t., Vuleanite Mfg. Co., 
Philedeiphig Pa. ad, Il. 350 Broadway, 
New York, N. Y. 
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A fine elk tannage that contributes 
largely to the ease and grace of shoe 


and wearer. 


FRED RUEPING LEATHER CO. 


FOND DU LAC, WISCONSIN 


BOSTON CINCINNATI MILWAUKEE SAN FRANCISCO 
MONTREAL ST. LOUIS NEW YORK ROCHESTER 
LEICESTER, ENGLAND PARIS, FRANCE MILAN, ITALY FRANKFURT, GERMANY 
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CHEVRITA. 
LININGS | 


The 
Importance 
of 

Good 


Linings 





A shoe is no better than its lining. 
Once the inside wears, a shoe is old, 
no matter what its outside appear- 
ance may be. 


CHEVRITA Linings have a spe- 
cial finish which withstands With all these added advantages 


The lustrous, fine, smooth grain low enough to enable the manu- 


of CHEVRITA has a delightful {octyer, © Cur costs and main- 
“feel” that increases the selling 


value of a shoe. CHEVRITA 

: Send for samples—Gull Grey, 
cuts with a clean edge, and pea;] Grey, and Parchment 
economically, and has great shades—and test CHEVRITA. 
grain and fibre strength. 





LEATHER YU CO. 


Boston, Mass. 
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Season’s Sensational Success! 


The For 
Remarkable LA Infants’ Growing 


New Shoe Feet 


Ome() 


No. 7002 Patent Blucher Oxford SOLES 


Perfected Shees! 





No. 7003 Patent, One-Strap 


| 


The Old, Old Way New Elam COMPO Way | 


ELAM 


Gve( 


REG.U.S, PAT. OFF. 


ELAM 


Qed) 


REG.U.S. PAT. OF F. 











There were Seams, Stitches, Now Perfectly Smooth Soles 
Wax and Lumps and an Inside and Out. No thread 
uneven surface to hurt the or metal to hurt tender little 
soles. xrowing feet! 


FOR nine months we have been engaged in perfecting the wonderful 

COMPO process—and today we are prepared to show Buyers our 
Samples of highly-styled, graceful and comfortable COMPO Pumps, Oxfords 
and Boots for Infants in 


ALL FASHIONABLE MATERIALS! 


SEND FOR SAMPLES 
F. S. ELAM SHOE CO. 


Manufacturers 


Rochester, N. Y. 


Samples on Display, 532 Statler Building, 
Boston, Mass. 





No. 8002 Patent Blucher, Smoked 
Top No. 8005 Patent, Beaver Kid Top 


We are FIRST to bring out and improve COMPO shoes for Infants! 
Always Miles and Miles and Miles Ahead! 
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‘ever before 


has an independent. manufacturer of shoe machin- 





ery won such an instantaneous, overwhelming and 
nation-wide approval. Leaders in both retailing and 
manufacturing have not only recognized and enthu- 
siastically endorsed Compo as the greatest step for- 
ward ih shoemaking today—but their response has 
resulted in an unprecedented demand throughout 
the nation for Compo shoes. Everywhere in America, 
both independent and chain store retailers have 
been quick to realize that here at last is an easily 
recognized—(and therefore, instantly profitable) 
improvement in the beauty—the fit—the comfort 
and the wearing quality of shoes... And most 
amazing of all—an improvement that doesn’t 
cost the manufacturer, the retailer or the 
woman who buys them a single penny extra! 


COMPO SHOE 
MACHINERY 


CORPORATION 
565 Fifth Avenue, NEW YORK, N. Y. 
ST. LOUIS 
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OMP 


REG. U.S.PAT. OFF. 


THE OLD WAY 





























TACKLESS 
STAPLELESS 
STITCHLESS 
SOLES 





THE COMPO WAY 














Shoes of any construction may be resoled (like new) 
this modern way. No “half soled” appearance— 
no tightened feel—no stiffness — exceptional flexi- 
bility. More than 2000 of the best shoe repair shops 
now use The Penn Standard Sole Cementing 
Process. If interested, please write 


PENN LEATHER COMPANY 
322-6 N. Third Street Philadelphia 














Drfyo MeratarsatPaps 


A SIZE FOR EVERY REQUIREMENT 





se 
ae 
8 
Thickness 3/16” Thickness (t4” 
>men " ° 8 ” 
B-l ia dr bb $1 i 25 oon 4 With Cement, $1.75 per doz Thickness % 
ou ement, $ per doz B-3 Without Cement, $1.25 per doz With Cement, $1.50 per doz. 
. B-5 Without Cement, $1.00 per doz. 
No. 2. Same as No. 1 with Tacks, $2.00 per doz. No. 4. Same as No. 3 with Tacks, $2.00 per doz. 
B-2 Without Cement, $1.95 per doz. B-4 Without Cement, $1.95 per doz. 





Thickness 3g” : Thickness 3@” Thickness 3/16 
With Cement, $125 per doz. pede Cement, $1.10 per doz. With Cement, $120 per doz. 
B-6 Without Cement, $ .75 per doz B-7 Without Cement, $ .65 ver doz B-8 Without Cement, $ 65 per doz. 





Pp s 
ae 
: & 
ILLUS- EXACT 
TRATIONS SIP 4 = 
Thickness 3/16’ Rights and Lefts 
With Cement, $1.25 per doz. Thickness '/;” : 
B-9 Without Cement, $°.75 per doz. Rights and Lefts With Cement, $1.25 per doz 
Thickness 5 16” B-11 Without Cement, $ 75 per doz. 


With Cement, $1.50 per doz. 
B-10 Without Cement, $1.00 per doz 


All Metatarsal Pads packed one pair to a glassine hag: 12pairs toa Carton 


Manuracruneo sy UWONS HOSE PROTECTOR Co. 


ORIGINATORS OF THE SPONGE RUBBER HOSE SAVER | 
OMAHA- NEBRASKA res: Sem 
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incidental examples of scientific time-saving. 











The New Morrison, when completed, will be the world’s largest and 
tallest hotel, 46 stories high, with 3400 rooms 








Saving Your Time 
and Money at Chicago’s 


MORRISON HOTEL 


Madisor: and Clark Streets 
Tallest Hotel in the World—46 Stories High 


b Bee: layout, equipment and routine of the Morrison Hotel are so planned that 
each guest can make the most of every hour and every dollar. Elevators travel- 
ing at high speed, without changing cars, from the Ist to the 46th story — large, 
light sample-rooms, located to afford maximum accessibility and convenience—are 


All ‘‘Downtown’’ at Your Door 


Offices, theatres, stores and rail- 
roads are in closer reach than at any 
other hotel. As a result, the sub- 
leases pay all the ground rent, and 
the saving is passed on to the guests 
in reduced rates. 


1944 Outside Rooms 
Each with Bath, $2.50 Up 


Every room is outside, with private bath, 
circulating ice-water, bed-head reading 
lamp and Servidor. Every floor has its 
own housekeeper, and all guests have 
garage privileges. 


The Terrace Garden 
Cameo Room 
and Boston Oyster House 


The fame of this historic location is 
largely due to the individual character 
of the Boston Oyster House, a Chicago 
landmark for over half a century. The 
Terrace Garden, also, has won national 
celebrity with its delicious menus, viva- 
cious dance music, and brilliant enter- 
tainments. The Cameo Room, seat- 
ing 2000, offers ideal conditions for 
trade meetings and conventions. 


Write for Reservations or Telephone Franklin 9600 
Special Convention Rates on A pplication 
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» Wo. 2I—Black Ruby Kid s 
< oe ae ee Boots— A 
“e Sense Bal, % Rubber Heel, ~ 
B in stock at Auburn and St. = 
Louis, D, E, EE. 
“ Boots— 
’ Boots? | 
OOTS. 
% + 
Moving Up and % 
Down Again 
No. 200—Black Ruby Kid Ki li 
Z Sate ks tn shad wh ar —— > 
: ee Constant Comfort arch-supporting turn ¢ 
= lp tie ag Ag boots are in demand at this season in every 5 
i. burn and St. Louis, C, D, e ) e e a 
3 E, EE community. They’re in-stock for imme- - 
$3.25 
d diate shipment. Order now. Put them up 5 
5 front. Display them! e 
< 
Z 
Extra Sales This Fall 
‘ with Constant Comfort 
¢ 
é 
Boots 
“ Don’t forget the army of women who 
9 always wear high lace boots during the > 
No. 490—Black Ruby Kid, ° 9 ~ " Cc 
2 Imitation Tip 7” Volish, 12/8 winter months. They’re window-shopping 2 
Auburn, B, C, D, E, EE. - 
_ in Peto, at St. Louis, A, | for them now. Get your share of this staple a 
J . ‘ ‘ — 
s No. 611- ie style, 10/8 business with the famous Constant Comfort > 
: SS ee | line : 
: c, D, EB. me Z 
Z 
” 
4 
Z : > 
2 : 
z - - 
5 < 
: SHOE COMPANY : 
> 
= TURN SHOE SPECIALISTS Ka 
5 Manufacturers of Constant Comfort and the Modern Prophylactic Shoes a 
¢ BOSTON, MASS. AUBURN, ME, ST. LOUIS, MO. Zz 
(Sales Office) (Factory and In-stock Dept.) (In-stock Dept.) 
*” AULT-WILLIAMSON a AULT-WILLIAMSON Jt AULT-WILLIAMSON ~* 
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ROBAr 
*SHoEs 


Makers of Children’s 
‘Good Shoes for 36 Years. 


SWHAFI= PIERCE SHOE CoO. 


210 Third Street 
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Yeuns for the asking—no obligation. These books 
give you a clear-cut picture of the entire ACROBAT “‘prop- 
osition.”” The catalog shows the latest line of Acrobats, 
Play-Pals, Balancers for Tiny Tots, and Clara Barton Shoes. 
The merchandising book outlines the dealer helps we have 
prepared for you. Among other features, there is little 
Miss Acrobat, a charming and clever acrobatic dancer; the 
movie “Happy Feet” synchronized with sound (also with- 
out sound) in which Miss Acrobat plays the leading role; 
free leaflets; window and counter displays; newspaper 
cuts; and novelties. Write today for your copies of these 


books. 


The Acrobat salesmen will soon be calling 
on you with the new fall lines. 


o 
Ctara B Shoe 


For women who need 
extreme comfort shoes 





Exclusive makers of 
Balancers for Tiny Tots 


Faribault, Minn. 












































HELDING THY 


ERE’S a shoe man who believes that the sales- BH you 
H person on the floor needs a little something more the: 

than the mere ability to talk shoes to customers. ( 
As he tells his salesforce, “You are more important to 
us, in making our store what we want it to be, than any 
other single factor. You, collectively, come into intimate 
personal relationship with every customer that enters our 7 
store. Our reputation and our success are in your hands. 
And your reputation and your success are inevitably linke 1 
with ours.” 


aye ser oy 


a iS eral 
wa ce Peale 





This is the reason that Victor H. Parrott, manager of 
the Foot-Saver Shop, recently opened in the Chicago Ath- 





letic Club Building on Madison Street, just off Michigan F) th 
Avenue, Chicago, writes a series of letters to his sales- 3 re 
force. This series has been more than five years in the Cu 
making, and developed from Mr. Parrott’s long experi- mf 
ae ence in the shoe trade. He began his career as a shoe : el 
VICTOR H. PARROTT man in the Canadian Northwest, later moving on to Chi- 77 
cago, where for a year he was a member of the O’Connor- 9 
Goldberg sales force. Then back to Canada, this time to A 





ride the ranges of Alberta as a cowboy. Six years of range life, and then back to 
Chicago, this time with the shoe department at the Stevens store. Later he succeede:| 
his chief Harry Rogers, as manager of the department. A few months ago he was 
chosen by Herbert Lape, president of the Julian & Kokenge Company, to head the 
Foot-Saver store when it was established in Chicago. 

Following are a few of Mr. Parrott’s letters to his salesforce. In subsequent issue 
we hope to reproduce more of these sales-inspiring letters: 








HOW ABOUT THAT FIRST IMPRESSION? 


impression are YOU making these days? When a customer sees YOU coming toward 
her, is she pleased, or would she rather have that other fellow over there? Mind you 
she doesn’t know a thing about either of you. It’s just this “FIRST IMPRESSION’ 
stuff. If she would rather have had that other fellow, you are going to have a har 
time to make the sale. But if she is glad that YOU are going to wait on her, the sal 
is HALF MADE.. 


How about it? Are your hands clean for every customer? Do you start the day 
right—a bath, a good rub, clean linen? Use a little elbow grease on your shoes ever) 
morning, do you? Clean shave, hair smooth—and your teeth? Say isn’t it funny how 
many people notice teeth? Learned to press your own pants, have you? If you think 


| Do you agree that first impressions are often lasting ones? If so, what kind of an | : 


—————SS 


TES PE ARE 
A catbess! ALA de Bie veel 
























ATEN eM OT 
i a) 1 
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you can’t, just try it some night. 
there. That other fellow over there, is he any neater? 
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Get busy! It’s up to you! Soap, water, shoe polish, tooth paste—they’re all cheap. 


“You ArE WELL DressepD WHEN 


Now wait a minute. What sort of an impression would your own clothes make on you, if you were to meet 
yourself for the first time, dressed as you are today? How about your suit, your tie, your shirt, your shoes? Would 


you rate 100 per cent on each of them? 


Clothes may not make the man, but 
they have a lot to say as to what the 
rest of the world thinks he is made of. 
Customers do not have confidence in the 
fellow who sports the latest freak nov- 
elty, or tries to pull that golf stuff in 


[TURN TO PAGE 80, PLEASE] 


HE new Foot Saver 

Shop in Chicago, where 
Mr. Parrott practices his 
salesmanship philosophy. 
The decorative theme of 
this busy shoe store is mod- 
ernistic, wrought in walnut 
veneer in beautiful grain 
effects. The color scheme 
is black and silver with a 


A 


SMA 


AY 
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It saves money, and the crease more than pays for the time it takes to put it 
If he is, you’re out of luck. 


CLOTHES 


No OnE CAN REMEMBER ANYTHING You ARE WEARING” 


—_ 


AHA 


NS 


“Uppy 


Ws 
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ceiling of silver leaf. Spe- 
cially designed ceiling lights 
enhance the artistic beauty 
and disseminate a warm 


glow over the entire interior 
° 








business hours. Nor do they respect the man who got 
the idea somewhere that a careless attitude toward dress 
is the way to show that he isn’t a Flapper Ideal. 

The trouble with most of us is that we never think 
about how we are dressed. We are “too busy to bother 
about clothes.” It’s an old excuse that never amounted 
to shucks when it was new. It pays to bother. It is 
part of a salesman’s job to bother. And you'll find that 
it takes less time to pick out a dark, business-like suit, 
and to choose a neat shirt and inconspicuous tie, than 
it does to find that “very latest.” 

Your outfit today is making some kind of an im- 
pression. When you think of it, isn’t it worth a little 
time, taste and thought on your next buy? 


What’s Worse Than a Grouch? 


What’s worse than a grouch? No, we can’t think of 
anything either. There ain’t no such animal. The fel- 
low with the chip on his shoulder; the soured on the 
world, down in the mouth expression; the jealous dis- 
position that can’t see a big sale go to another—take him 
away. He can’t sell shoes. 

But, thanks be, most of us aren’t grouches. The 
trouble is we just haven’t learned to smile. Sure, we 
smile at a joke—but any fellow can smile at a real joke. 
The way to get ahead is to smile when there isn’t any 
joke. And smile when there is a joke—(on us). 

Smiling is a habit worth cultivating. Like all con- 
scious habit formation, it is a question of will power 
and practice. Make up your mind to smile. Then make 
up your face for the same. It is easy enough now, but 
when you get on the job some morning, and your stock 
work is the longest and dirtiest, smiling isn’t so easy. 
Then, if your first customer takes the rest of your morn- 
ing and doesn’t buy so much as a pair of laces, it takes 
considerable grit to keep that smile. But don’t let hard 
luck get your goat. Things will break, your luck will 
turn, and when it does you’ve got your smile all ready. 

Try it. Get up with a smile. Go to bed with a smile. 
Keep it ap all day. Smile at your customers. Smile 
at your fellow-workers. Laugh at your boss. 

Smiling is more than the mark of a successful man; 
it is one of the big factors in making him successful. 


How Do You Greet a Customer? 


It isn’t so much what you say when you greet a cus- 


tomer, as the wa@y you say it. Who was it said that the 
first time? Well, never mind, it’s sound doctrine and 
will bear repeating. It’s the impression conveyed by 
your pleasant tone, welcoming manner, and your smile 
that the customer likes. A conventional “Good morn- 
ing,” said pleasantly, or a polite remark about the shoe 
the customer is looking at, gives her the feeling that 
she is in a courteous store and that she has drawn a 
gentlemanly salesman. 

Greet her promptly. Be alert. Be alive, awake, 


80 


Approach her at once in a friendly, brisk 
All people like to feel that attention is being 
paid to them. It’s human nature, but it is particularly 
true of women customers. Notice a customer promptly, 
even though you cannot wait on her immediately. If she 
is not receiving attention and you are busy, excuse your- 
self, seat the customer, and call someone to wait on her, 
If she is someone you have waited on before, tell her 
pleasantly that you will be glad to take care of her in a 
moment. Give her the impression that you remember 
her perfectly, and that you are especially anxious to 
please her. 

Smile, but don’t force it or overdo it. Mean it. You 
can’t pretend successfully to be courteous and inter- 
ested if you do not feel so. Don’t be overfriendly, for 
some customers prefer a business-like salesman, and 
there are a few who still consider the salesman a nec- 
essary store fitting, like tubes and delivery trucks. 


Undoubtedly every customer appreciates a pleasant 
smile and a prompt greeting, particularly if her name 
is known and used. Watch yourself. Can you improve 
your greeting? 


“peppy.” 
manner. 


Why Remember Customers’ Names and Faces? 


The greatest single aid in building up a following is 
the ability to remember customers’ names and faces, and 
the size of the shoe they wear. Ever try it? It’s good 
business. For some psychological reason people feel 
that if a comparative stranger remembers their names 
he is deeply interested in them. It’s personal touch that 
gets over every time. You can’t remember everyone 
you wait on, but make up your mind that when you 
recognize a customer as coming back to you, you will get 
her name. 

How can you do it? The first thing to do is to PAY 
ATTENTION TO THE NAME when the customer 
gives it to you at the end of the sale. 

REPEAT IT ALOUD, think of it, form a mental 
picture of it. Look at the customer’s face as you say 
the name, connecting them in your mind. ASSOCIA- 
TIONS—as face and name, or name and size shoe— 
are splendid ways of remembering. 

USE THE NAME—not too much but some. “You 
have selected a beautiful shoe, Mrs. Harding.” “Thank 
you, Mrs. Wilson, I hope you will come in again.” 

It’s a great thing, to remember the size shoe your 
customer wears. Every woman is pleased to have a 
salesman remember her name, and she will be doubly 
pleased if you remember her size and fit her with the 
first shoe you put on. If you do, she’s yours. When 
you say: “It can’t be done,” you are forgetting about the 
fellows who do it. 

Remembering is one of the things every fellow has 
to do for himself. Ever hear of the milk company’s 
slogan? 

“Don’t wait for the cow to back up to you to be 
milked—Go after the cow.” 
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Diamond Brand Visible Fast Color 
Eyelets simplify lacing, allow the 
upper to snug down comfortably 
to the instep and preserve the style 
lines of the upper. Customers ap- 
preciate these advantages. Quality 
shoemakers never neglect such an 
important detail as Visible Eyelets. 
Color No. 300 harmonizes perfectly 
with dark brown leathers. 
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Celastic Box Toes accurately repro- 
















duce the graceful style lines the de- 
signer has fashioned into the last. The 
remarkable fusing action, which is 


characteristic of Celastic, gives the toe 





of the shoe a smart, distinctive appear- 





ASAE weal 


ance that altracts customers... and | 
the comfort, wear and satisfaction that 
holds them. Then again, you will find 
ihat the shoe is easier to fit when the 


toe of the last is accurately reproduced 


with Celastic — The Quality Box Toe. 


ay mo ee 
a Oe Se 


Te eR 





United Shoe Machinery Corporation J 


Boston, Massachusetts 





THE QUALITY 
BOX TOE 


U/C 

























ae me Preitise— Dhow (Sark cc - No. 1050 


It won’t sell in volume—but it will 


bring the smartest women in town 
to your store, if you promote it in 
connection with Patou’s “Dahlia” 
shades, or, with bag to match, for 


wear with lapin coats. 





She New Cns1 e 


Samples by request to _: J 1702 = 10C€ Gold Nreet, Flew Mol 
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eather 0., C/ne. 
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ON THE 
Ruceer Foorwear Jirvatior 


OMPLETION of the initial survey of stocks of 
C waterproof rubber footwear held by dealers 

marks a most important step in the service which 
the Bureau of Foreign and Domestic Commerce of the 
United States Department of Commerce is rendering 
to the footwear industry in the compiling of informa- 
tion which will be useful to manufacturers, wholesalers 
and retailers in the more intelligent planning and 
stabilization of their business. The summary of this 
first survey, just issued by the Bureau, is based upon 
reports from 26,675 dealers, covering every State in 
the Union, and indicates that their total stocks of rub- 
bers, arctics, gaiters and rubber boots, as of July 1, 
1929, amounted to 6,615,171 pairs. 

Summarizing the results of the survey, the report 
states that the stock per dealer averaged 248 pairs, con- 
sisting of 22 pairs of rubber boots, 11 pairs of lumber- 
men’s boots and pacs, 22 pairs of heavy arctics and 
gaiters, 34 pairs of light arctics and gaiters, 29 pairs of 
style cloth gaiters, 14 pairs of style rubber gaiters and 
116 pairs of rubbers. It is pointed out that there is a 
wide variance in the quantities and classes of rubber 
footwear held by dealers in different parts of the coun- 


every season. The present and subsequent annual sur- 


veys will determine the extent of the normal dealer 


carry-over, and enable manufacturers and dealers 1 
judge how business, during the coming season, may be 
affected by the carry-over, both for individual State. 
and the country as a whole. It is believed the dealer 
carry-over this year is higher than usual, but a definite 
idea as to the normal carry-over can be secured onl 
through several surveys. 

“The number of dealers reporting stocks ot each class 
of rubber footwear, the number of pairs reported, an 
the average pairs per dealer, as of July 1, 1929, 
given for the United States as a whole in the accon 
panying table. 

“A rough indication of the varying market demand f: 
rubber footwear in different parts of the country 
given by showing the percentage of dealers reportin 
stocks of each class of footwear for each region. F: 
example, taking the total number of reporting dealers | 
New England as 100 per cent, it appears that 60.2 p: 
cent of these dealers handle lumberman’s and pacs, an! 
87.2 per cent handle rubbers, the highest percentage « 
dealers with stocks of these items in any region. T! 


try and that all dealers do not stock every class. Com- West South Central States, while furnishing a poo 
menting on some of the factors affecting market for rubber footwear in genera’, 
conditions in the industry, the report y- - os have a higher percentage of dealers stoc! 
adds : ing rubber boots than any other are 
“The market for rubber footwear is The dealer demand for rubber boots aj - 
highly seasonal and confined mostly to What the pears to vary less throughout the count: 
the winter months; demand varies with Department than for any other item. Arctics an! 
winter weather conditions and the market P gaiters of all kinds seem to be most ge: 
is complicated by frequent changes in de- of erally stocked in the North Central State-. 
sign and color of ladies’ gaiters to corre- “A special tabulation of rubbers held | y 
spond with more exacting style demands. Commerce dealers with over 1000 pairs in stock 


Consequently, there is always uncertainty 
in market conditions often leading to 
scarcity or surplus of supplies, either of 
which is an economic loss divided between 


manufacturers, dealers and consumers. 
“There is a carry-over of stocks both by 
dealers and manufacturers at the end of 





is doing 
to serve this 

industry 

4 tn fe tm 


84 





show 177 dealers holding 627,087 pairs 
of rubbers, of which 312,355 pairs we 

held by 13 distributors located one ea 
in California, Connecticut, Illinois, Mich - 
gan, Pennsylvania and Utah, two each 
Massachusetts and New York, and thr: e 
in Ohio. The following statistics, |) 
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TOTAL REPORTED STOCKS, SHOWING AVERAGE STOCKS PER DEALER 
Dealers Reporting Stocks on Hand Average 
Per Cent Per Cent Stock, 
Types of Footwear Number of Total Pairs of Total Pairs 
ES ES a ae 19,828 74.3 588,102 8.9 29.3 
Lun berman’s Oe ce aie ie dam iit 10,017 37.6 294,304 4.4 29.3 
en I I on. cn dceeseucieceneesnceonswerees 15,839 59.4 579,047 8.8 36.6 
i I II ooo ovscwctew ced cdavieceseceann’s 15,350 57.5 910,485 13.8 59.3 
Style a ie ak wa mene 12,378 46.4 770,460 11.6 62.2 
ee eos ss kc ccben ec aedGadnkedede madawreedar 8,353 31.3 378,684 5.7 45.3 
Light and i ee a ae, 20,704 77.6 3,094,089 46.8 149.5 
i 26,675 100.0 6,615,171 100.0 248 ; 


it may be observed that of all dealers reporting stocks, 








only 31.3 per cent had stocks of style rubber gaiters my 37.6 


per vent lumberman’s and pacs, while 77.6 per cent were holding stocks of rubbers and 74.3 per cent rubber boots. 





States so far as possible without disclosures, make it pos- 


sible to determine how much these large stocks influ- 
ence:| the “average stocks per dealer” figure for vari- 
ous regions. For the United States as a whole, the 


average stock of rubbers per dealer would be 121.7 pairs 
if th 

ldcalers were asked to state the number of different 
mak« Only 
19,426 of the 26,675 dealers reporting stocks answered 


‘se large dealers were not included in the average. 
of rubber footwear which they handle. 


this question. An analysis of these replies shows that 


OUTLOOK FOR 


ARTLY because of weather conditions and partly 

because of the overstock of last season’s footwear, 
the rubber season is delayed for some weeks. Many 
merchants are carefully following the reports on rains 
and forecasts so as to know the quota for the season 
to come. 

The outlook, however, should be rather bright for the 
rubber industry, style playing an all important factor. 
The swing over to the all rubber shoe for some of the 
higher priced lines naturally means the discarding of 
last year’s footwear by the customer for the new type 
overshoe. 

Most of the lasts are carrying three heels—the new 
feature being a contour to take care of the eighteen 
eighths afternoon shoe and the solid leather heel. Many 
leather manufacturers have carried over summer patterns 
in their early Fall shoes, with the hope of an extra pair 
profit and trying out a policy to use up and make a_ 
reasonable profit on a last and pattern which has proved 
itself a good fitter. The entire shoe industry feels the 
pinch of profit from the folly of too many patterns, 
waste and cutting costs. 
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fewer dealers limit stocks to one make than handle two 
Only about 7 of the 
over three different makes. [It would appear that dealers 
effort 


reduce 


makes. per cent dealers handle 


might obtain better results by concentration of 


on one line of merchandise, and at the same time 


inventory, carrying charges, and general overhead ex- 


penses. Unless the separate makes are in different items 
(as for example one make of rubber boots, another of 
rubbers, and another of style gaiters) there would appear 


little necessity for such diversification of makes handled.” 


RUBBER JALES 


The carrying over of the center buckle patterns should 
The 
huckle shoe varies in take-up because of strap thickness, 
\\ hen 
the concealed fastener is slipped over the instep of a 
buckled 
Yet the concealed fastener has outsold the 
Women 


this season, the turned up cuff 


cause a bit of alarm in the rubber industry. center 


appliques and different thicknesses of buckles. 


center shoe, nine times out of ten there ts 
interference. 
four-snap types because of the snug appearance. 
accept and will accept, 
which is vulcanized in that contour. The sharpness of 
the lift line is the natural complement of the molded 
waist line and the flared and gored line skirt on dresses, 
coats, ete. 

Because of stocks on hand, the opening of the season 
will perhaps show varied types of last season’s rubber 
footwear, but because of the importance of correct attire 
and because the overshoe is no longer an annoyance but 
a styleful item of every day wear, rather than a protec- 
tion in stormy weather, women no longer hedge on price 
or the feasibility of buying. 

Rubber footwear has never had the opportunity it has 


today. Why not capitalize it and sell your share ? 
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SUR DES. SHOWCARD SERVICE Ori 
Including 100 Price Tickets 

















(Cards illustrated above are selections 


S how Cards that 


Artistic—Different—Sales Building 


























The annual card services include:— 


Modernistic card holders, gold with black trim (3-color oF 
festoon base between frame and plateau) enhance the 1 : interchangeable show card monthly servid 7 


beauty of your window cards—harmonize with the finest all sales messages different, each mont 
of window display fixtures cards of different designs and colors. 


Printed Price Tickets ‘ 


Annual Card Service is exclusive for one meg) 
chant in an average size town, suburb or metry 
politan shopping center. 


Either of the tickets illustrated below will 
be supplied free to annual card service 
members in place of blank tickets each 
month in the quantity indicated in the Ask us if your town is or may be open. 7 
description of each monthly card service. 4 





Printed Price Tickets 
All Regular and Clearance Sale. 





~ SS ERR,» 


25c per dozen 


6 doz.—$1.25 12 doz.—$1.50 


Attractive Any prices wanted 25c to $22.50—Green Border 
Hand-Lettered Any prices wanted 85c to $14.00—Orange Border 
a) Price Ticket 

Actual size, blue and 6-doz. odd lot assortment $1) 
reddish brown design, % 
black figures—80 dif- 12 doz.—¥$2.00 Hi 
ferent prices. Ft 
24 doz.—$3.50 2 
| 69c to $17.50 ‘ 
12 each of 6 prices 85-. Fy 





12 doz.—$2.25 =e : 24 doz.—$2.50 
24 doz.— $4.00 Olive Green Borders Black 1 doz. of one price 15-5 
_ 
Check With Order, (Actual Size) Cash or stamps with oté 
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xclusive in your town or trading area 






from our » AUGUST en 


Have “IT” 


| —It is the most valuable of window card franchises to own 
| for your town, suburb or metropolitan shopping center. 


MANY WELL RATED MERCHANTS from coast to 

















- ' coast now use it for pulling window-shoppers into their stores. 
BS 
g NOW READY 
“4 SEPTEMBER CARDS i | i” 
a (3 colors) (7x11 inches) eee 
ily servic i mee ts 
h month ie aia 
lors. SINGLE SHOW iia | 
& Cam 
: CARDS r we | 
one me Check With Order, Ultra Smart 
yr met Please Serdigeable 
Py Select any subject below by number |’ a 
2 Available to merchants in towns only a 
# where there is not an annual card September cards—dainty, 
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Service You Wish— 
Then Mail Coupon 


Servic 8 cards (7”x11”) 4 Card 
ey Holders. 100 Blank Price 
4 Tickets, or 72 Printed Price 
Tickets, any prices wanted, of either de- 
sign pPastnates below 
4.00 monthly ($48.00 the year) 


Service 12 cards (7”x11”) 4 Card 
No. 1-B Holders. 100 Blank Price 
. Tickets, or 72 Printed Price 
Tickets, any prices wun, of either de- 
sign illustrated belo 
$5.00 monthly ($60. 00 the year) 


6 cards, 2 Card Holders. 
— 50 Blank Price Tickets, or 
rvice 36 Printed Price Tickets, any 
prices wanted, of either design illustrated 
below. 
$3.00 monthly ($36.00 the year) 


Printed Price Tickets 
of sixteen most popular retail prices may be had 
with each month’s card service in place of the blank 
tickets indicated above at 50 cents per month 
additional. 





Mail the Coupon 





In the panel are brief descriptions of 
the several Services we offer. Select the 
one you wish. 


COUPON 
BOOT & SHOE RECORDER, 
189 W. Madison St., Chicago, IIl. 


Please enter our order for the Recorder “Sell- 





ing Messages” card service No. 
yous consisting of 
an 








for one 
cards each month 
art card holders, with the first 


month’s service, beginning with cards for Sept. 
for which we will pay $———— per year, pay- 


able $———— per month. 
For cash in advance full year’s service, 
discount. 


5% 


(If service be discontinued before expiration of 
order, we agree to pay $1.00 per month additional 


for each month’s card service delivered.) 


We sell Men’s, Women’s, Children’s shoes and 


hosiery. (Cross out lines not carri 
Printed Price Tickets :— 


— — &— &— &— §— 


Dy SE 60500080 skaenesceeeeeeeundaeas 


(Sept. 14 issue) 
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Lord & Taylor 


FIFTH AVENUE ~NEW YORK 


A Study 


in Browns 


Brown promises to be the leading 
color for fall .. .and Lord & Taylor 
has prepared a comprehensive 
collection of shoes of all types 
in tic mew browns. Sketched 
are a few of the more important 
models, each of which is shown in 
other colors and leathers as well. 





Of brown lizard and 
astralac appliques. 


$16.50 





Hy 


Brown suede with as 
tralac straps. 


$14.50 
















Brown kid opera. In 
all colorsand leathers 


$12.50 











The Casino, brows 
kid with astralac. 


416.50 






: i, 









Brown lizard oxford 
with astra 


$16.50 








= J 
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Aps THat Corxvey 


AN AuTuMN MESSAGE 


ing in New York newspapers at the. beginning of the Fall season 

Never, it seems, have shoe merchants been more generous in the 
use of newspaper space than they are being this season and this purpos: 
to stimulate autumn buying through advertising is evident in the large: 
cities throughout the country. 

It is decidedly worth while for merchants everywhere to study the ad- 
vertising of outstanding stores, for not only does such advertising kee) 
them in touch with the dominant style trends, but it also affords an abun- 
dance of ideas as to how advanced stores are merchandising the new styles 

The Lord & Taylor advertisement at the left, which occupied a space 
the full depth of the newspaper page, reflects the importance which this 
New York store attaches to brown, proclaimed as the leading color for 
Fall. It illustrates in a most attractive manner six shoes, covering 1 
variety of types and leathers but all in this same Fall color. The shape 
and layout of the ad, as well as its treatment, are interesting and appeal- 
ing and its proportions are such that it can be used to excellent advantag« 
on a page with reading matter. 

In a season in which the predominant influence in feminine fashions is 
that of symmetry, beauty and elegance, no less an authority on style than 
Saks brings a message of simplicity in footwear and devotes to it an 
entire newspaper page, reproduced in miniature below. The advertisement 
which attracted much attention in the shoe trade, is as noteworthy for its 
treatment as for its message. 


| | ERE are two striking shoe advertisements from the many appear- 








sAKs 
er 2 
ASHION 

Ow Shoe Platform Is Simplicity! 


Set enter de ae ae skill to design 
ous 2 simple shoe . . . just as it does to draw a simple curve. 





We are not afraid of simplicity. Because our new shoes 
are fundamentally well designed, they are outstanding in a 
season when simplicity is the fashion, when good design 
is the chief factor in chic. 








ee er eS _ 


4 THE TEN-FIFTY GROUP... With greater pride than ever, we invite you to view our 
This collection emphesizes what con be achieved by 2 shop shoe collection for fall. phe Cw 
which specistizes im fashion and concentrates on valve. pressed by our intelligent manipulation of leathers and 
Here, os in the shoes illestrated, we stress thet clastic per- colours and by the exquisite workmanship displeyed 
fection of design which we consider so important « pert of throughout the entire collection. 


thoe smartness. 
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Dusk THE Wo Prori Lines Our 


Things become clearer. We see now 
that the rate of turnover may be used 
as a basis of distributing expenses to 
their proper sources. 

Chart A shows definitely how the rate 
of turnover on each line of shoes affects 
the percentage of expense that line 
should bear. Estimated, of course. This 
chart is made on a basis of a store 
that has an average expense of 30 per 
cent and an average turnover of 2% 
times. The curve shows that in such 
a store an individual line of shoes that 
turns at the rate of 4 times probably 
costs no more than 22% to sell. A line 
that turns only 1% times would cost 
about 40 per cent. 

This means that even if that slow 
turning line maintains a net mark up 

’ 40 per cent, it is still not earning 
any profit for the store. And yet if the 
line that turns 4 times carries a net 
mark up of 40 per cent, it is making 
about 17 per cent profit per turnover. 
There’s something to think over, for 
although it is impossible to compute in- 
dividual cases exactly, the principles 
jaid down here are correct. 

Every research into the retail shoe 
business brings out these facts: Some 
stores operate at a loss on 35 per cent 
mark up, while others make a profit on 
25 per cent. But turnover is the sig- 
nificant thing. The high turnover 
stores make a profit and the low turn- 
over stores suffer a loss quite uni- 
formly. Profit bears a much closer and 
more uniform relation to turnover than 
it does to mark up. 

This truth applies to the individual 
lines within the store just as forcibly 
as it does to the store as a whole. The 
high turnover lines are the high profit 
lines. They cause the dealer less ex- 
pense and require less mark down. 

There are items in almost every store 
that actually cost more to sell than they 
bring in—more than 100 per cent. But 
only recently have merchants been im- 
pressed with the necessity of locating 
such items. Once found, they can be 
either discarded or built up to a pay- 
ing basis. This is one lesson we are 
learning from the chains. 

No merchant makes exactly the same 
profit on each department in his store, 
nor on each price range, nor on each 
factory’s product. Some produce more 
than the average, some less. 

But turnover is a bothersome prob- 
lem to the average merchant. He knows 
how to compute it on a whole year’s 
business, but is all at sea when it 
comes to figuring the turnover on a sin- 
gle line of shoes, or on an individual 
factory’s product, or for less than a 
year’s time. 

Chart B makes this easy. It was first 
published in THE Boot AND SHOE RE- 
CORDER on Oct. 9, 1926. Every retailer 
should keep such records as will tell 
him the weekly sales and the stock on 
hand for any division of his stock that 
he cares to know. Using the chart he 
can determine the turnover by locating 
the stock on hand down the left-hand 
column and the weekly sales across the 
top. 

For instance, if he has on hand 1147 
pairs of $7.00 shoes and his sales for 
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[CONTINUED FROM PAGE 43] 


the week are 47 pairs, the rate of turn- 
over on that stock will be found to be 
2.1 times. 

Dollars may be used instead of pairs. 
Suppose his children’s stock, at retail, 
is $6,740.00 and his children’s sales for 
the week $340.00. Striking the last 
three figures from each amount, the 
chart will show the turnover on 34 sales 
to 674 stock to be 2.6 times. Any unit 
may be used. Cut this chart out and 
save it. 

Let’s look at a_ specific example. 
Brown kid arch support ties are right 
now a fast turning item in almost ev- 
ery shoe store. Suppose their turnover 
is found to be five times. Chart A 
would indicate that the expense of sell- 
ing them in this store would be about 
17% per cent. Does that mean it would 
be good business to reduce the price of 
brown kid arch support shoes till their 
mark up would be only 30 per cent, still 
leaving a margin of 12% per cent 
profit? 

By no means! On the contrary, it 
shows the merchant that here is a line 
that can produce a good profit, so he 
should watch it, encourage it and build 
it up so there are always plenty of sizes 


in it. He should get as much money for 
it as he can and still keep it turning, 
for, unfortunately, there are always 
plenty of slow lines sticking on the 
shelf, constantly absorbing that extra 
profit. 

Here’s a good motto: “Push the prof- 
itable lines harder; push the unprofit- 
able lines—out.” 

If any certain line maintains both 
mark up and turnover higher than the 
whole store’s average, that line pro- 
duces a profit higher than the store’s 
average. If its mark up and turnover 
are both lower than average, it’s a loss. 
No argument there. 

But if its net mark up is high and its 
turnover low, or the opposite, the prob- 
lem is not so easy. Whether or not such 
a line produces a profit depends entirely 
on whether the actual expense incurred 
by that line is greater or less than its 
net mark up. 

The real facts are that the good lines 
are far more profitable than the mer- 
chant thinks, and the bad lines make 
greater losses than he imagines. This 
because he has always been accustomed 
to reckoning the same expense to all 
lines, a decidedly faulty practice. 





Beauty in Footwear 


Keynote for Spring 


[CONTINUED FROM PAGE 39] 


conference and leather exhibition will 
be one of the most interesting and im- 
portant events of its kind thus far 
held. 

Ten shades for women’s shoes are to 
be featured on the 1930 Spring Shoe 
and Leather Card issued by the Textile 
Color Card Association, according to 
an announcement by Margaret Hayden 
Rorke, managing director. Advance 
swatches of these colors were sent out 
to members of the association. 

These colors, which are to be widely 
promoted for the 1930 spring and sum- 
mer season, were selected by the official 
color committee of the Tanners’ Coun- 
cil of America, the National Boot and 
Shoe Manufacturers’ Association, and 
the National Shoe Retailers’ Associa- 
tion, in cooperation with the Textile 
Color Ce~d Association. 

The new colors are: 

Beige Clair, a subtle and very new 
interpretation of a light beige shade, 
with a creamy bisque undertone. 

Suntan Beige, a smart tone in the 
sunburn family with a new note that 
distinguishes it from the sunburn 
shades of the previous season. 

Almora, a more subdued brown with 
a slightly mauvish cast, repeated be- 
cause of its continued style importance. 

Prado Brown, a rich darker brown, 
repeated because of its pronounced 
vogue. 

Tropical Tan, a warm tan shade with 
a golden glow. 

Venetian Purple, a soft rich purple, 
slightly reddish in tone. 

Riviera Blue, an extremely chic me- 
dium blue of brighter toning. 

Nautical Blue, a navy tone repeated 
because of its continued acceptance. 
Both of the above blues reflect a pur- 
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plish undertone that is most pleasing. 

Corrida Red, a rich bluish red, tak- 
ing its name from the national Spanish 
sport, the bullfight. 

Hampton Green, a fashionable green 
tone, slightly bluish in cast, deriving 
its name from the smart resort. 

The card is now in preparation and 
will be issued to members of the Allied 
Associations shortly. 


To Make Woven Leather 


New YorK—The Belgian Leather 
Corporation, of Marbridge Bldg., New 
York, has completed negotiations for a 
factory at Philadelphia where the com- 
pany will manufacture woven leather 
mats for the use of American shoe 
manufacturers. 

According to Harry Cohn, of this 
concern, this step is of importance to 
the retail and shoe manufacturing 
trade, as it makes possible quicker 
deliveries. 

The leathers are woven in beautiful 
intricate patterns and designs and 
offer to the stylist a real opportunity 
to originate many beautiful color com- 
binations and patterns. 


Vincent Buys Store 


SaLtT LAKE CiTy, UTtAH—John H. 
Vincent, for the past two years with 
the shoe department of the Auerbach 
Company, has bought the Broadway 
Shoe Company at 55 East Broadway 
from A. B. Cline. Mr. Vincent said he 
was planning to change the shop from 
an exclusively women’s establishment 
to a family shoe shop. Popular priced 
footwear will be featured, it was stated. 





BLACK and BROWN SUEDE 
IN STOCK 


Suedes are already selling in volume. This vol- 
ume will increase as the season progresses. 


We are ready for the demand with six smart, good 
fitting numbers. 


R1786—Black ooze calf center buckle one strap, 
309 combination last, 14/8 covered Cuban heel. 
Price $6.35. 


R1787—Prado Brown ooze calf center buckle one 
strap, 309 combination last, 14/8 covered Cuban 
heel. $6.50. 


Stocked AAAA to EEE, sizes 214 to 11. 
(A to E, size 1 up) 


R1731—Black ooze calf front gore pump, 309 
combination last, beaded buckle, 14/8 covered 
Cuban heel. $6.35. 


R1732—Brown ooze calf front gore pump, 309 
combination last, 14/8 covered Cuban heel. 


Beaded buckle. $6.50. 
Stocked AAA to EEE (no EE), sizes 4 to 9. 


R1710—Black ooze calf blucher tie, lizard calf 
trim, 309 combination last, 14/8 covered Cuban 
heel. $6.35. 


R1711—Brown ooze calf blucher tie, lizard calf 
trim, 309 combination last, 14/8 covered Cuban 
heel. $6.50. 


> O Ss AS" rh © SS lobe 


Stocked AAAA to EEE, sizes 24% to 11. 
(A to E, size 1 up) 


al all a lew | 


oO 
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Moon €o 


37 Canal St., Rochester, N. Y. 
Chicago Office: 504 Security Bldg., 189 W. Madison St. 
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THE TRAVELING 
SHOE SALESMAN 


tail merchants, handling widely 

varied lines, recently were ques- 
tioned in an attempt to determine just 
how many calls they received from 
salesman, the average weekly time 
given to interviews, the average time 
per interview, and the retail merchants’ 
estimate of the per cent of duplication 
of sales effort. 

The lines covered auto accessories, 
drugs, electrical supplies, furniture, 
groceries, hardware, jewelry, men’s fur- 
nishings, radio, shoes, stationery and 
tobacco. 

The number of calls per week re- 
ceived by these merchants ranged all 
the way from a top figure of more than 
35, reported by the retail druggists, to 
a low of 17.66 in the tobacco stores. 
Retail shoe merchants reported next to 
the lowest number of weekly calls— 
22.2. 

It is interesting to note, however, 
that the retail shoe merchants’ estimate 
of the percentage of duplicated sales 
effort is 72.7, higher than in that of any 
other field except tobacco, which was 
rated at 79 per cent. 


From these tabulations one gathers 
the impression that the shoe business 
is by no means the only highly compet- 
itive industry and that the shoe sales- 
man possibly isn’t as badly off as trav- 
elers representing some other lines 
when it is a question of getting an au- 
dience with a prospective buyer. 


| Pal hundred and thirty-nine re- 


HiABEx R. MACK, sales manager of 
the F. M. Hoyt Shoe Company, 
manufacturers of Beacon shoes, is on 
a trip to hold conferences with his 
salesmen. He will hold regional con- 
ferences in New York City, Birming- 
ham, Alabama, Forth Worth, Texas, 
Chicago, Ill., and Cleveland, Ohio. The 
major topic to come before the confer- 
ences is the discussion of the style trend 
for next spring. 

With so much talk about blue in 
men’s shoes, this company is showing 
blue shoes. Mr. Mack also stated that 
this past week samples had been sent 
to the men showing a men’s novelty 
oxford made of green leather. 

Mr. Mack stated that the regional 
sales conferences which the F. M. Hoyt 
Shoe Company has been holding for the 
past two years are proving much more 
satisfactory than one big convention at 
the factory. He said the groups were 
smaller and much more intensive work 
could be done. 


W J. NEWBURY, 70 years old, one 
eof the oldest traveling shoe sales- 
men in Indiana and a past president of 
the Indiana Shoe Travelers’ Associa- 
tion, died recently in a hospital here of 
cancer of the stomach. He was taken 
to the hospital from his cottage at Wi- 


Boor AND SHOE RECORDER 
combining THe SHOE RETAILER, Sept. 14, 1929 





nona Lake, where he and his 
wife were spending the sum- 





A. HOTEL KEENAN 

B. HOTEL ANTHONY 
C. MOTEL BALTES 
©. COURT HOUSE 

E. HOTEL INDIANA 
F POST OFFICE 


FORT WAYNE 





















































mer. The body was sent to In- 
dianapolis for burial. 


ARRY M. NATION, well known 
traveling salesman on the West 
Coast, is now representing the Gilbert 
Shoe Co., of Thiensville, Wis. Mr. Na- 
tion lived for many years in Wisconsin 
but in recent years has made his head- 
quarters in Inglewood, Cal. 


PRESTON 

* MOSES, of 
Edwin Clapp & 
Son, Inc., who was 
a delegate to the 
recent convention 
of the Advertising 
Clubs of the World, 
held in Berlin, has 
returned to the fac- 
tory after an ab- 
sence of about 
eight weeks. He 
expects to start out 
with the new Ed- 
win Clapp line 
soon. Mr. Moses found the convention 
most interesting and instructive and 
was most enthusiastic over his trip 


abroad. 
A NUMBER of salesmen traveling 

with the line of the L. A. Crossett 
Co., of Augusta, Me., visited the fac- 
tory this week to discuss fall business 
and new styles. Among the men pres- 
ent were W. H. Dooley of Guthrie, 
Okla., and A. Maples, of Fort Worth, 
Tex., who made the trip east by auto- 
mobile; and W. J. Fulwider, of Bristol, 
Tenn., who came by train. Following 
the informal conference they left on 
their vacations. 


GALESMEN representing Golo Slip- 
\ per Company, New York, have been 
in the following territories this week: 
S. H. Barnes, Iowa; F. Bernard, Bos- 
ton; B. J. Cohn, Chicago; E. Lee Hall, 
Berkeley, Cal.; M. H. Kasindorf, Ar- 
kansas; Martin Loewenberg, Chicago 
and St. Louis; C. S. Rudberg, Spokane, 
Wash.; C. Winneguth, Indiana; B. G. 
Weiner, Georgia and Florida. 


HARLES RAYMOND, at one time 
the leading shoe salesman travel- 
ing out of Haverhill, is now the pro- 
prietor of “Raymond’s Sunny Ridge 
Farm,” a popular inn on the main 
highway between the cities on the 
upper Merrimack valley and_ the 
beaches at Hampton, Rye and other 
Atlantic summer resorts. “Charlie” 
has enlarged and improved the inn and 
other appurtenances connected with it. 
Many former friends and business 
acquaintances stop at the farm to meet 
“Charlie” and talk over old time trade 
experiences. 


S. Preston Moses 


Fort Wayne Typical City 
of the Midwest 


ORT WAYNE, IND., is a typical 
mid-western city with a population 
of 105,000. Add to this an out-of- 
town trade estimated at 30 per cent of 
the above total. It has nearly 300 diver- 
sified industries, several being large em- 
ployers of labor. Wages vary from $21 
to $28 a week. Times are never very 
bad. This is a good shoe town with 
sales per capita of $13.65. 

Downtown sales of shoes are esti- 
mated at $1,214,000; suburban sales 
are around $220,000. There are six 
stores selling shoes at $10 and up, rep- 
resenting from 5 per cent to 8 per cent 
of all the shoes sold. Shoes from $6 
down represent by far the largest per- 
centage of the total business. 

In this prosperous city are 28 shoe 
outlets, 22 of which are loyal subscrib- 
ers to BOOT AND SHOE RECORDER. The 
yearly sales of these RECORDER stores 
form 70 per cent of the total shoe sales 
of the entire city. 


EO M. FOLAN has been made man- 
ager of the Walk More Shoe Co., 
146 Duane Street, New York City, dis- 
tributing agency for the line of fashion 
welts made by Dunn & McCarthy of 
Auburn, N. Y. He is now engaged in 
building up a corps of salesmen to 
cover, under his direction, New York, 
Connecticut, Pennsylvania, Virginia and 
West Virginia and the South from Bal- 
timore to Richmond. 


J H. WILLETT, who has had a long 
* career in the shoe trade as a manu- 
facturer and salesman, has joined the 
sales force of the Harry M. Husk Com- 
pany, Newburyport, Mass., manufac- 
turers of “Archwell’’ shoes for women. 
He will represent this company in 
Greater New York, Long Island, West- 
chester County and New Jersey. 

Mr. Willett of recent years has been 
connected with the shoe divisions of 
rubber companies, but now returns to 
the leather shoe business, in which field 
he began his business career. 


} Fp i L. ENOW, who has repre- 
sented Bradley-Goodrich Co., of 
Haverhill, has taken the line of Diana 


Shoe Corporation, manufacturers of 
women’s high grade turn shoes at 70 
Wyckoff avenue, Brooklyn, and will 
cover the eastern section of the United 
States with offices at 612 Marbridge 
Building. Mr. Enow is a past presi- 
dent of the Philadelphia Shoe Travel- 
ers’ Association and is now chairman 
of its Trades Co-operation Committee. 
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This is our 
“Thi Hi’’ model 
which is very ef- 
fective when used 
with or without 
shoes. 








These Fairy Forms are 
“Ne Hi,” Price $6 a pair 


Display them with 
Hosiery on Fairy Forms 


HW™ is an idea that representative 
merchants are using profitably. 
They take a pair of Fairy Forms and 
fit them with hosiery—then they se- 
lect a shoe that harmonizes and use it 
on one of the forms. About them 
they build their display. That it works 
is evidenced by the large numbers of 
dealers who are using it. 


Fairy Forms are light and durable 
and can be washed. They are 
weighted in the toe to stand anywhere 
without supports of any kind. Each 
form is finished in an attractive flesh 
tint and is gracefully poised to match 
the shapeliness of the well-formed 
human foot and leg. The foot is a 
standard 4B last measurement which 
enables you to tree your shoes of that 
size. Fairy Forms are made in five 
models for women’s hosiery and two 
for men. 


If you cannot get Fairy Forms from your 
jobber—write us. 


SHOE FORM CO. INC. 


Auburn, New York 


Fairy Forms are fully protected by 
both American and Foreign patents. 

































“Do you send your 
Customers to the 


Drug Store 2?” 
The Cavalier 


HEN your customers ask your 

advice on leathers do you rec- 
ommend a polish or dressing that 
they can duplicate at a drug or gro- 
cery store—probably at cut price— 
thus shaking their confidence in your 
standard of values? 


Cavalier Polish is a “Professional” 
shoe man’s product—sold only 
through the shoe merchant. Cavalier 


products, laboratory tested, are guar- 
anteed to do the work for which they 


are designed. In recommending them 
to your customers you render a ser- 
vice that increases the prestige of 
your store. 


You'll be interested in our book- 
let: “Profit in Polish’. Send 


for it. 


The 


Cavalier Corporation 


J. V. Lobell, Pres. 
Baltimore, Md. 
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you will observe the daily record of 
sales; Cash, C.0.D. and Charge Sales 
for this department shown in separate 
columns marked “L,” “M” and “N.” 
Columns are also provided for the num- 
ber of pairs sold each day, both in high 
and low shoes. Reference to the foot- 
ings of the sales column will show that 
during the month the cash sales were 
$12,000, the C.O.D. sales $2,000 and the 
charge sales $6,000, giving a total of 
$20,000 net sales for the month in the 
men’s department. 

items (1) and (2) are the totals 
of columns L and M, which when added 
to Column N give the total net sales, 
as already mentioned, for this depart- 
ment. 


I {EM (3) shows the total mark-downs 
taken in the men’s department 
during the month. A separate mark- 
down sheet is turned into the office by 
each department every night whether a 
mark-down has been made or not. (See 
Sheet B.) The same rule applies to 
mark-ups. On this sheet the mark- 
downs have been entered in total. (The 
mark-downs shown thereon are a sum- 
mary of the daily mark-down sheets, 
and are given on one sheet here for the 
sake of clearness.) 

item (4) is a summary of the dis- 
counts allowed to the staff. The figures 
are calculated from the sales slips. 

Item (5) is termed “Shrinkage.” The 
$150 represents the sum we _ have 
allowed to cover possible pilferage, the 
forgetfulness of department heads to 
correctly record mark-downs and allow- 
ances to customers. This is an arbi- 
trary figure and only experience can 
guide you as to the amount to charge 
each month to cover the items men- 
tioned. It also anticipates stock short- 
ages. 

Items 3, 4 and 5 are then added to 
the net sales of $20,000 and we get a 
new total of $21,000 listed as Item (6) 
or “Goods Removed.” 

On the extreme right of Sheet “A” 
you will find a column marked “Stock 
Balance,” or Column “Q.” Item (7) 
shows the amount of stock in selling 
price you had in the department on 
July 1st—$84,000. Item (8) gives the 
total of the purchases for the month 
in the men’s department and corre- 
‘sponds exactly with the total of column 
“J” —$16,000 in each case. By adding 
the purchases for the month at the 
selling price to the stock on hand at 
selling price at the commencement of 
the month gives a total of $100,000. 

Item (10) represents the total of 
goods removed in the men’s department 
at the original selling price, $21,000, 
that is, the total net sales, $20,000, plus 
the mark-downs, discounts and shrink- 
age. By deducting the “Goods Re- 
moved” from Item (9) gives you a 
stock balance at the end of the month 
of $79,000, retail price. At the bottom 
of the sheet in the right hand corner, 
Item (12) you will find a record of 
the units; that is, the number of pairs 
of shoes on hand both in high and low, 
at the commencement of the month. 
They were 3400 pairs of high shoes 
and 5000 pairs of low shoes. During 
the month of July you purchased 600 
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pairs of high shoes and 1000 pairs of 
low shoes. You will find this to be 
correct by referring to total of columns 
“ay and ad ad on Sheet ve 

Item (15) shows the number of pairs 
of shoes sold during the month of July 
in this department. There were 843 
pairs of men’s high shoes sold and 
1,257 pairs of low shoes. These figures 
will be found to be correct by reference 
to the totals of columns “O” and “P.” 

Item (16) shows that at the end of 
the month you had 3157 pairs of high 
shoes on hand and 4743 pairs of low 
shoes, or a total of 7900 pairs, while 
you had 8400 pairs at the commence- 
ment of the month. You have thus re- 
duced your stock by 500 pairs. 

On Sheet “C,” given hereafter, you 
will find the Perpetual Inventory Sum- 
mary for the men’s department. Col- 
umns are provided to show the cost 
price of your inventory, the selling 
price, the percentage of mark-up, the 
actual mark-up, summary of your 
mark-downs, and the percentage of 
maintained mark-up. These are listed 
respectively under columns “A,” “B,” 
a — “nm” and “Rr 

At the commencement of this article 
we stated that it was necessary to take 
the inventory at both cost and selling 
price, so by referring to Item (17) on 
the perpetual inventory summary sheet 
for the men’s department you will ob- 
serve that on July 1, 1929, the cost 
price of your inventory was $50,400. 
The selling price was $84,000. This 
gives a mark-up rate of 40 per cent 
on the selling price, or a difference be- 
tween the cost and selling price of 
$33,600. 


TEM (18), column A, on the Perpet- 

ual Inventory Summary sheet corre- 
sponds exactly with the total of col- 
umn “H” on Sheet “A.” This shows 
that 1600 pairs of shoes that you pur- 
chased for the men’s department cost 
you, landed in your store, $9,800, and 
which you had marked to sell at $10 
a pair—that is, $16,000. The differ- 
ence between the cost and selling price 
is listed in column “D” on Sheet “C” 
as $6,200. Items (17) and (18) are 
now added together, and the totals will 
be found on the line marked Item (19). 
You now have a total cost of merchan- 
dise of $60,200 and a total selling price 
pf $100,000. This has changed your 
mark-up rate. Your opening mark-up 
was 40 per cent. The shoes you put 
into stock during the month of July 
showed only a mark-up of 38.75 per 
cent. The difference between the cost 
of $60,200 and $100,000 is $39,800, or 
a new cumulative mark-up of 39.8 per 
cent. 

Item (20) on Sheet “C,” column 
“B,” is the total of the goods removed 
for the month of July in the men’s de- 
partment and corresponds exactly with 
Item (10) on Sheet “A.” This figure, 
as before explained, equals the net sales 
in the men’s department of $20,000, 
plus the mark-downs, discounts and 
shrinkage. In other words, it is an 


exact record of the 2100 pairs of shoes 
that you sold for $20,000, but which 
you had originally marked .at $10 a 
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pair and you should have obtained for 
them $21,000. 

The new mark-up rate that we found 
by deducting the $60,200 from the 
$100,000, namely 39.8 per cent, must 
now be applied to the $21,000 in order 
to determine the cost price of the goods 
that have been removed from your 
stock—39.8 per cent of $21,000 equals 
$8,358, which is the gross mark-up. 
The cost equivalent therefore of $21,- 
000 is 60.2 per cent, or $12,642, which 
equals the most price of your sales in 
the men’s department for the month 
of July. So at the end of the month 
you have an inventory at cost price 
for your men’s department of $47,558, 
which has a selling price of $79,000 
and shows a mark-up rate of 39.8 per 
cent. 


OU will observe that you sold $21,- 

000 worth of merchandise for $20,- 
000. This has cut your gross profit 
down by $1,000, so your maintained 
mark-up was $7,358 instead of $8,358. 
In other words, the actual mark-up you 
got from your sales was 36.79 per cent 
instead of 39.8 per cent, which you 
should have obtained. 

It will thus be seen that you know 
the size of the stock in each depart- 
ment shown from the standpoint of 
units, cost value and retail value, and 
you also know the mark-up rate you 
have actually obtained in each depart- 
ment. When the actual physical inven- 
tory is taken, it is compared both with 
the number of units, Item (16), shown 
on Sheet “A,” and the selling price of 
the inventory, shown on Sheet “A” 
under Item (11). 


Moore Buys Clark Store 


DuLUTH, MINN.—J. R. Moore, who 
has been connected with the Clark Shoe 
Store at 16 North First Avenue, West, 
in Duluth, for seven years, has pur- 
chased the store from F. Clark, who is 
retiring from business in the store. 
The store will continue to operate at 
the same location under the same name, 
“The Clark Shoe Store.” 





New Schiff Department 


Fort DopcE, Iowa—The Schiff Com- 
pany of Columbus, Ohio, has purchased 
the shoe department in the Boston 
Store in this city and Fred F. Kemp 
has been placed in charge. Mr. Kemp 
for the last five months has been assis- 
tant manager in the Big Shoe store in 
Waterloo. 


Firm Changes Name 


Avon, Mass.—Joseph F. Gill, assist- 
ant treasurer, and Arthur Gagne. a 
director, have retired from the Gill, 
Fisher Shoe Co., here and their stock 
has been taken over by Arthur Fisher, 
of the firm. As a result of the action, 
the concern now is known as the Ellis, 
Fisher Shoe Co., Mr. Fisher and Mer- 
ton F. Ellis of Brockton being the 
partners. The Ellis, Fisher Shoe Co. 
started operations about two years ago, 
manufacturing about 100 pairs of shoes 
a day. 











New Fall Styles 
IN STOCK 


Big Profit Makers in All the Wanted 
Leathers and Materials 


New Stock Catalog Ready! 
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Sharp Rise Noted 
in Production of 
Footwear in July 


Men’s and Women’s Shoes 
Lead in Gains, Former by 
Million Pairs 


WASHINGTON, D. C.—Total produc- 
tion of footwear in factories reporting 
to the Department of Commerce for the 
month of July, 1929, amounted to 29,- 
944,758 pairs, as compared with 28,120,- 
163 pairs in June and 28,153,864 pairs 
in July, 1928. The figures, which have 
just been released by the department 
and which represent approximately 95 
per cent of the total output of footwear, 
other than rubber, in the United States, 
indicate an increased production of 6.5 
per cent over June, 1929, and 6.4 per 
cent over July, 1928. 

Men’s shoe production contributed 
largely to the increase, the total for 
July, 1929, being 8,229,646 pairs, as 
compared with 7,893,220 pairs in June 
and 7,091,884 pairs in July of last 
year. This increase of more than a 
million pairs over the total for the cor- 
responding month last year is regarded 
as extremely significant. 

Women’s shoe production also showed 
a large increase, with 11,141,558 pairs 
in July, 1929, as against 9,408,715 in 
June and 10,076,961 in July of 1928. 

In boys’ and youths’ shoes, production 
showed a slight decrease as compared 
with July of last year, the total for 
the month in 1929 being 1,931,304 as 
against 1,995,467 in 1928. July pro- 
duction in this classification showed an 
increase over June, however, when the 
total was 1,785,506. 

Misses’ and children’s shoes also 
showed a decrease, the July, 1929, total 
being 2,873,145 pairs, as compared with 
3,156,751 in June and 2,964,642 in July, 
1928. Infants’ shoes amounted to 1,- 
774,152 in July, 1929, as against 1,- 
880,996 in June and 1,888,000 in July. 

The total production of boots and 
shoes for the months from January to 
July, inclusive, amounted to 202,458,- 
753 in 1929 as compared with 196,632- 
069 in 1928, the largest increase being 


SYRACUSE, N. Y.—Resolutions oppos- 
ing tariff duties on leather and hides 
were adopted at the eleventh annual 
convention of the New York State Shoe 
Retailers’ Association, held here this 
week. Another feature was the elec- 
tion of John Slater of New York as 
chairman of the board of directors of 
the association, and Ernest N. Park, 
of Syracuse, president to succeed Burt 
J. Gosper, of Elmira. 





New Officers of Empire 
State Retailers 


Chairman of the Board of Di- 
rectors, John Slater, New York. 

President, Ernest N. Park, Syr- 
acuse. 

Vice-presidents, H. A. Read, 
Binghamton; William F. Toher, 
Oneida; Paul V. Herron, Ithaca; 
Leslie Gardner, Oneonta. 


Treasurer, Jesse L. Patton, 
Schenectady. 


Secretary, 
Rochester. 

Directors were elected as fol- 
lows: 

Three years, Burt J. Gosper, 
Elmira; J. Edgar Burke, Ogdens- 
burg; Herman Friedman, Pough- 
keepsie; Edward W. Flynn, Niag- 
ara Falls; M. E. Sarvay, Cort- 
land; Charles Ocker, Oswego. 

Two years, Charles T. Miller, 
Poughkeepsie; Charles H. Barton, 
Buffalo; Ernest R. Park, Roches- 
ter; H. Merton Smith, Penn Yan; 
Mott B. Hughey, Watkins Glen; 
John H. Schmanke, Rochester. 

One year, E. P. Elitharp, Wa- 
tertown; William Pidgeon, Roch- 
ester; C. R. Strange, Binghamton; 
Jesse Adler, New York; H. H. 
Phelan, Rochester; Ray N. Fergu- 
son, Oswego. 

Wallace E. Southard was re-en- 
gaged by the Board of Directors 
as secretary-manager for the 
coming year. 


Harry A. Chase, 





in men’s and women’s shoes. 


BooT AND SHOE RECORDER 
combining THe SHor RETAILER, Sept. 14, 1929 


of parents to their children. 
|that the greatest power in the world 
|today is the power of fashion, adding: 
|“You’ve got to set the power of fash- 














N. Y. Retailers Oppose Hide Duty 


Elect John Slater Chairman of Board and Ernest Park 
President at Syracuse Meeting 


The sessions were held at the Onon- 
daga Hotel. Mr. Slater has been a 
director since the organization meeting 
in Rochester in 1919, and Mr. Park 
was the first president. The election of 
these nationally known shoe merchants 
gave intense satisfaction to the largest 
attended convention the Empire State 
association ever held. 

A meeting of the board of directors 
was held Sunday evening, only three 
of the twenty-one directors being ab- 
sent. 

Monday and Tuesday mornings were 
given over to the manufacturers and 
salesmen, about fifty lines of shoes and 
accessories being shown in sample 
rooms. Early arrivals played golf 
Sunday afternoon. 

At Monday’s luncheon President 
Gosper appointed as a committee of 
nominations Jesse L. Patton, M. B. 
Hughey, C. T. Miller, E. N. Park and 
C. R. Strange, and as committee on 
resolutions John Slater, E. P. Eli- 
tharpe, W. F. Toher, Leslie Gardner, 
J. Edgar Burke, Otis C. Brannock, 
James H. Stone and Harry A. Chase. 

Ernest N. Park presided at Monday’s 
luncheon and introduced President Gos- 
per, who introduced the speakers. 

The Rev. Freeman E. Jenney of 
Syracuse, a speaker of exceptional abil- 
ity, gave an inspirational address on 
the subject “The Trend of Style,” 
which contained no contribution to the 
style problems of shoemen. He devoted 
his remarks first to the responsibility 
He said 


ion in our lives and teach your chil- 
dren that honest work makes better 
men and women.” 

Ernest H. Burrill spoke for the 
men’s shoe campaign, and he prefaced 
his remarks by reading a telegram re- 
ceived from Secretary T. F. Anderson, 
of the Boston Shoe and Leather Asso- 
ciation, which read: “Production men’s 
shoes for July, 8,229,646 pairs, as com- 
pared with 7,091,884 pairs for July, 
1928. New England shoe manufac- 
turers and tanners view immediate 
future with optimism.” 

[TURN TO PAGE 102, PLEASE] 























There is nothing quite 
like an attractive 
buckle to add the 

finishing touch to an 
attractive shoe 
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Distinctive designs and 
the very latest methods 
and equipment allow us 
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to give to the shoe 
manufacturer 
the fullest cooperation. 
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PROVIDENCE, R. I. 
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SPECIALIZING IN MASS 
PRODUCTION TO INSURE LOWEST COSTS 






BRIER MFG. CO. 
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Radiate Better : 


PROFITS : 
and More Satisfied A 
Customers! Ne 


IN STOCK 


Compo 
Smooth Steps 
First Steps 
Stitch Steps 


S 

, ; 8 

Style B—Pat. Blucher Compo Q( \P e 
Process Smooth Step, 1/5..$1.15 ia 


IN STOCK REG.U.S.PAT.OFF. 5 
Maize Shoe Co., Mfrs., Rochester, N. Y. 





SALESMEN: There are several good territories 
open. Make this line pay your expenses. IT 
WILL! Write today. 
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MANUFACTURERS’ OWN STOCK. 
BUY DIRECT FROM MAKERS. 
NO JOBBERS. NO MIDDLEMEN. 


GENTS.—B. C. D. “— LADIES.—A. B.C. D. ey 
Tan and Black - - 25 Tan and Black - o i. 
Tan Field Boots - 12. bi Tan and Black 
Tan Jodhpurs - - Jodhpurs - 7.75 

cuanaere ey" BOOTS. 
D. Width - , -75 and 11.00 


MANFIELD & SONS 


1629 Chestnut St. 
PHILADELPHIA 


IN STOCK 


SEND FOR CATALOGUE 
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Middle Atlantic 
Association Now 
in New Quarters | 





Plans for Sixteenth Annual 
Convention to Be Announ- 
ced Shortly 


PHILADELPHIA — Two outstanding 
events in the history of the Middle At- 
jantic Shoe Retailers Association will 


feature this month, according to Man- | 


ging Director Cal. J. Mensch. The 
issociation now comfortably housed in 
larger, bigger and more convenient 
juarters on the 14th floor, 
Luilding, 400 N. Broad street, Philadel- 
phia, the home of the Philadelphia 
inquirer, four blocks from City Hall. 
Within 10 days the association will 
make public announcements of the 16th 
nnual convention and exhibition. This 
oming convention is expected to eclipse 
all of the fifteen preceding ones from 
point of interest, education, business, 
fun and pleasure. For retailers it will 
he a post-graduate course in the mer- 
chandising of footwear and accessories. 
\lready twenty-nine exhibitors have re- 
‘rved display room. 


Athletic Shoe Co. 
Buys Witchell-Sheill 


Cuicaco—Arthur Berg, president of 
The Athletic Shoe Co., Chicago, re- 
ports the consolidation of his company 
and The Witchell-Sheill Co., of Detroit, 
with the following officers elected: 
President, Arthur Berg; vice-president 
and treasurer, I. M. Shapiro; secretary, 
J. A. Scheps. 

The Detroit organization will con- 
tinue under the management of A. E. 
Sheill and the Detroit sales organiza- 
tion will also be maintained. 

“The main purpose of the consolida- 
tion.” said Mr. Berg to a RECORDER rep- 
resentative,” was to give us a wider 
spread of merchandise. With The Ath- 
letic Shoe Co. making a medium priced 
line and the Witchell-Sheill Co. pro- 


ducing higher priced footwear we are | 


enabled to give our customers a com- 
plete selection.” 


Locates in Lynn 


LYNN, Mass.—Made-Well Shoe Co. 
has moved from Haverhill to the Jones 
McGrath factory at 226 Broad Street, 
Lynn, where it will make popular price 
McKays. M. Litchman, N. Schwartz 
and §. Orris make up this firm. 


Bond to Increase 


LYNN, Mass.—John H. Goldberg, 
president of the Bond Shoe Co. at 266 
Broad Street, announces that the com- 
pany will increase its production from 
125 to 200 cases a day. It is believed 


that this will make the firm the larg- 
est producer of Littleway shoes in 
Lynn, and, possibly, in New England. 
The outlook for the future is exceed- 
ingly bright, and orders are coming in 
excellent volume from the salesmen. 
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_ Black Shoes for Men Favored 
in London 


LONDON—London says black shoes 
for men for fall and announces this 
trend in no uncertain terms. A con- 
tact with important retail stores in 
Regent Street and the environs of St. 
James and Piccadilly reveals this tend- 





ency will prevail. 

This forecast is supported by two of 
the most outstanding footwear trade 
paper editors in London, C. A. Shepard, 
editor of the Footwear Organiser, and 
F. T. Browett, editor of the Shoe and 
Leather Record, who predict seventy- 
five per cent of men’s shoes for Fall will 
be black. Plain effects will predominate 
in the styles, particularly in the higher 
priced shoes. In medium priced shoes 
some perforations will be used. 

The younger men are wearing slight- 
ly fuller toes. The full toe described 
by London shops is a far stretch of 
the imagination from what is generally 
termed full in America. A majority 
of shoes trend toward the English last 
with the narrow toe. 


Joins Weleindas Club 


NEW YORK— 
Henry Lapidus, of 
Kurz & Lapidus, 
Inc., Brooklyn, 
made a hole-in-one 
while playing on 
the nine-hole course 
of the Twin Moun- 
tain Country Club, 








Twin Mountains, 
| N. H. He holed 
| his tee shot on the 
second, which 
measures 92 yards. 
Max Haa s, A. Henry Lapidus 
Meyer, and 


Dr. 
M. J. Fine, all of Newark, witnessed 
the drive, which was made with a 
mashie. 

Mr. Haas is president of Haas Tan- 
nery, of Newark, N. J. Mr. Meyer is 
president of the Newark Tobacco Com- 
pany, and Dr. Fine is a prominent 
physician of Newark. 








| Chicago Retailers Sponsor 
Own Bowling League 


CHICAGO—Starting early in October, 


| Sowing teams representing leading 


Chicago shoe stores will participate in | 


a winter schedule calling for games 

each Thursday evening at the new 

“Mussey” bowling alleys, Adams Street 
; and Wabash Avenue. 

The following stores have already en- 
tered five-men teams in the league: 
Walk-Over Shoe Co., 
& Bro., F. E. 
Shriner & Urner Co., Hanan & Son, 
Regal Shoe Co., Peacock Shoe Shop and 
Ground Gripper Shoe Co. 

Sixteen alleys are under contract and 
it is expected the remaining applica- 
tions to complete the league will be in 
hand during the next few days. 

The organization is being effected by 
Carl Meisel, proprietor of The Bee- 
Hive Shoe Repair Shop at 117 N. Wa- 
bash Avenue. Mr. Meisel handles the 
repair work for many leading stores 
and departments in the local shoe field 
and in his contacts with the trade 
sensed the opportunities for better in- 
ter-acquaintance and good feeling 
through the organization of a bowling 
| league. 





14, 1929 97 


| 
| 
| 














$5559 9.999.2, 


OOO OO! 





312—PRICE 


$5.70 


STYLE 


Rocky Mountain Model 


RuepInGc 78 DarK SMOKE ELK 


Height 14 inches 


NATIONAL PARK 


Reg. U. 8. Pat. Off 


AVIATION 
Sport— Hiking— 
BOOTS 
IN STOCK 
6 — STYLES — 6 


THE OTHER FIVE 


| Style 310 Black Hills......... 14 inch $6.00 
Style 311 Aviatrix . .12 inch 5.20 
Style 300 Yellowstone........ 14 inch 5.90 
Style 317 Sport Boot ...... 8 inches 4.60 


Suitable for members of the Girl Scouts and 
Campfire Girls organizations. 


Style 318 Grand Canyon......14 inch 5.70 
SIZES 
5/8 A, 4/8 B, 2%/8 C, 2%/8 D 


Terms 5% 10 days. Net 30 days. 


Chen, 4. Stevens Write for sample pairs or folder. 


Foster & Co., French, | 


THE JUVENILE SHOE CORPORATION 


OF AMERICA 
AURORA MISSOURI 


Makers of the famous Kewpie Twins Health 
Shoes for Children, Sportwalks—smart light 
weight welts for college girls. 


Win Boom 











REG. US. PAT OFF. 
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WMTTED Patent Leather Renewer is used for 
repairing, refreshing, and refinishing patent and 
enamel leathers, black celluloid covered wood 


heels, rubbers, etc. It is easy to apply and gives 
a bright, jet black finish. Packed with a brush 
in individual cartons, one dozen to a container. 


For Sale by Shoe Findings Dealers 


San Francisco Branch: 859 Mission Street 


pg Company, 39 Warren Street, New 
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Business Changes 


CALIFORNIA—Los Alamos—Gayer & Con- 
nelly; boots and shoes; reported sold or closed 
out business. 

Pasadena—Johnson Shoe Co. (1307 N. Fair 
Oakes Ave.), boots and shoes; recently opened 
branch store at 859 E. Wash St.), 

San Francisco—Pacific Godman Shoe Co., 
boots and shoes; inc. authorized capital $10,000. 

Santa Monica—H. M. Cowen, shoes, etc.; 
reported sold out to Mollie Gordon. 

IDAHO—Gooding—Levy Bros., boots, 
etc.; reported succeeded by Harry Levy. 

{LLINOIS—Chicago—Jack & Jill Shoe Shop 
(6187 Stony Island Ave.) ; inc. authorized capital 
$10,000. 

Joe Miller (35th and Wood Sts.), boots and 
shoes; recently commenced business here—for- 
merly at Hammond, Ind. 

Chicago Heights—Abe Tartak (The Bell Store) 
(88 E. 16th St.), shoes, etc.; reported sold or 
closed out business. 

Fairfield—J. A. Cox & Co., boots and shoes; 
inc. authorized capital $20,000. 

Oak Park—Joseph Berdyck, shoes and repair- 
ing; removed to Berwyn, Illinois. 

Salem—Stanford Dietrich Morgan Co., boots 
and shoes; succeeded by Modern Clothes Shop. 

INDIAN A—Brazil—Holliday Shoe Store, boots 
and shoes; succeeded by Moseley Shoe Store. 

Frankfort—Freeman Clothes Shop, boots and 
shoes; recently commenced business. 

Gary—Walfred A. Carlson, boots and shoes; 
temporarily out of business. 

John C. Christ, boots and shoes; succeeded by 
Christ Bros. 

Hammond—Joe Miller, boots and shoes; re- 
ported sold or closed out business here and 
removed to 35th and Wood Sts., Chicago, III. 

Marion—Milton Clothes, Inc. ; boots and shoes; 
recently incorporated. 

MAINE — Gardiner — Specialty Stores, boots, 
shoes, ete.; recently incorporated. 

Lewiston—Maine Heel Co.; heel manufac- 
turers; inc. authorized capital $25,000. 


MASSACHUSETTS—Boston—F rench, 


shoes, 


Shriner 


& Urner, Inc., shoe manufacturers; recently in- 
corporated. 
Standard Tanning Co., tanners ; 
capital $10,000. 
Haverhill—Newman Shoe Co., shoe manufac- 
turers; inc. authorized capital $35,000. 
Peabody—J. S. Murphy & Sons, Inc., 
supplies; filed $30,000 stock issue. 


MICHIGAN—Detroit—Sakes Shoe Store (111 
State St.), boots and shoes; recently commenced 
business. 

Lansing—MacBolt’s I. Miller Shop, boots and 
shoes; inc. authorized capital $14,900. 


MISSOURI—St. Louis—Julien Shoe Co., Inc., 
boots and shoes; inc. authorized capital $2, 000. 


NEW JERSEY—Lyndhurst—Juvenile Palazzo 
Shoe Co., Inc., boots and shoes; inc. authorized 
capital $100,000. 

Newark—National Shoe Stores, Inc. ; 
shoes; recently incorporated. 

Union City—Anna Berger, 
removed to Newark. 


NEW YORK—Brooklyn—Frances Field (Miss) 
(19 Sutter Ave.), boots and shoes; reported sold 
or closed out business. 

Jamestown—Model Clothing Co. 
Lundquist) (32 N. Main St.). shoes, etc.; re- 
ported will move to 117 N. Main St., and will 
be known as Chas. E. Lundquist & Sons. 

New York City—Barney’s Bonaventure, boots 
and shoes; inc. authorized capital $20,000. 

Safe-Step Shoe Corp., shoes; reported to have 
filed certificate of dissolution. 

Richmond Hill—Julius L. Marcus, 
shoes; sold out to Leon Zysman. 


OHIO—Cleveland—R. Kohl (Mrs.), (3587 E. 
98rd St.), shoes, etc.; reported sold out to 
Hyman D. Glickman. 

Madisonville—Ben Binsky, 
out of business here. 


PENNSYLVANIA—Lancaster—Peoples Cloth- 
oe oe boots and shoes; inc. authorized capital 


WINCONSIN—Milwaukee—Sadie Silver (Mrs. 
Frank), (1905 Vliet St.), shoes, etc.; sold out to 
Jacob Cohen. 


inc. authorized 


tanners 


boots and 


boots and shoes; 


(Charles E. 


boots and 


boots, shoes, etc. ; 





Failures, Embarrassments, Etc. 


FLORIDA—Jacksonville—Joseph Cohen, boots, 
shoes, ete.; reported petition in bankruptcy. 

Palmetto—D. J. Clark Co. (D. J. Clark, 
(Prop), boots, shoes, etc,; reported petition in 
bankruptcy. 

ILLINOIS—Chicago—Carl Wapner (Richard 
Wapner) (4266 Archer Ave.), boots and shoes; 
reported petition in bankruptcy. 

Blumenfeld Co. (1141 S. Michigan Ave.), boots 
and shoes; reported receiver appointed. 

Harry Kay Shoe Stores, Inc. (Chic 
Shoppe) (9128 Commercial Ave.), boots 
shoes; reported assigned. 

LOUISIANA — Bernice — Joe Fuller Smith, 
shoes, ete.; reported petition in bankruptcy. 

MAINE—Bangor—P. Kominsky (“Phil’s Cut 
Price Shoe Store”) (24 Central St.), reported 
meeting of creditors called for Sept. 24 


MARYLAND—Baltimore—Sidney 8S. Jules 
(4038 W. Lexington St.), boots, shoes, etc.; re- 
ported receiver appointed. 


MASSACHUSETTS—Framingham—Tony Fer- 
rallo, boots, shoes, etc.; reported petition in 
bankruptcy. 


MISSOURI—St. Louis—William Marks Shoe 
Co. (1406 Washington Ave.), wholesale and re- 
<a and shoes; reported petition in bank- 
ruptcy. 


NEW JERSEY — Arlington — Rudolph Alex- 


Shoe 
and 
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ander (147 Midland Ave.), boots and shoes; re- 
ported meeting of creditors called for Sept. 5. 


NEW YORK—Rochester—George W. Schmanke 
(152 Jefferson St.), boots and shoes; reported 
called meeting of creditors. 

Watertown—Charles Saltzman (356 Court St.), 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

NORTH CAROLINA—Rosemary—L. G. Shell 
Co., Inc., shoes, etc.; reported petition in bank- 
ruptcy. 

OH1IO—Cincinnati—Samuel Goldband, boots 
and shoes; reported petition in bankruptcy. 

PENNSYLVANIA—Philadelphia—Morris Fein- 
berg (211 South St.), boots, shoes, etc. ; reported 
receiver appointed. 

Pittsburgh—Benjamin Herbs, 
petition in bankruptcy. 

Shenandoah—James H. Coogan 

0.), shoes, etc.; reported petition 
ruptcy. 

TEXAS—Childress—Terrel’s, Inc., boots, shoes, 
etc,; reported petition in bankruptcy. 


New Shoe Dealers 


Los Angeles, Cal.—Dr. A. Reed Shoe Co., 813 
S. Hill St. (2nd unit). 


Marshfield, Vt.—Harold B. Nerney. 
Seattle, Wash.—F. T. Barton, 521 Pike St. 
Lead, 8S. D.—J. J. Newberry Co. (soon). 


shoes, reported 


(Coogan & 
in bank- 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


> 
4 
> 
4 
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Longview, Wash.—Metropolitan Chain Stores, 
Inc. 

Madison, Ind.—J. C. Penney Co. 

Covington, Ill.—J. C. Penney Co. (soon). 

Tupelo, Miss.—J. C. Penney Co. (soon). 

Detroit, Mich.—Sears, Roebuck & Co., 13933-35 
Woodward Ave., Highland Park (soon). 

Detroit, Mich.—Sears, Roebuck & Co., 
E. Jefferson (soon). 


Hambramek, Mich.—Sears, 
12040 Joseph Campau Ave. 


Timmonsville, S. C.—M. Cohen. 

Lake Crystal, Minn.—Johnson Merc. Co. 

Claremont, Minn.—Mike Orlowski. 

Covington, Ky.—Montgomery Ward & Co., 
8th St. and Madison Ave. 

Jamestown, N. D.—S. & L. Mercantile Co. 

Osawatomie, Kan.—Mrs. Sam Bernstein. 

Schulenbergs, Tex.—Robonowits Bros. 

Clay City, Ky.—Mrs. Bessie Hall, Sam T. Carr 
Bldg. 

New York, N. Y¥.—Meyer & Kohn, Inc., Queens. 

Columbus, Ohio—Madison Company. 

Philadelphia, Pa.—Artcraft Boot Shop, Inc. 

Harlingen, Tex.—W. C. Brumley, East Jack- 
son St. 

Warsaw, Ky.—Hall & Smith. 

Owen, Wis.—Owen Fair Store Co. 

Monange, N. D.—Monange Cash Merc. Co. 

Shelbyville, Tenn.—Jenkins & Darwin Bros. 

Dothan, Ala.—Globe Department Store. 

Trenton, Mo.—D. S. Hoffman. 

New York, N. Y.—High Class Shoe Rebuilders, 
Ine. 

Brooklyn, N. Y.—Empress Turn Shoes, Inc. 

Brooklyn, N. Y¥.—Cantilever Sales Corp. 

Boston, Mass.—Cooperative Novelty Shoe Co. 
City, Miller, Inc., Davidson 
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Roebuck & Co., 


Sioux Iowa—lI. 
Store. 

Alva, Okla.—F. S. Reed Co, 

Pampa, Tex.—Montgomery Ward & Co. (soon). 

Belleville, Il.—J. J. Newberry Co., 17-19 
Main Street. 

Red Cloud, Neb.—J. C. Penney Co. 


Milwaukee, Wis.—J. C. Penney Co., 
Vliet Sts. (soon). 


St. George, Utah—J. C. Penney 
Bldg. (soon). 


Shelbyville, 


Birmingham, 
Craymont St. 


San Francisco, 
125 Geary St. 


Safford, Ariz.—The Bazaar. 
Iowa Hill, Cal.—W. C. Macy. 
Moccasin, Cal.—Wm. H. Segale. 
Ponrosa, Ore.—Ponrosa Merc. Co. 
Camas, Wash.—Western Stores, Inc. 
Longview, Wash.—Community Stores, 
Outlook, Wash.—Chas. Trotter. 
Winthrop, Wash.—Therriault & Peters. 
Lawrence, Kan.—H. T. Poindexter, 729 Massa- 
chusetts St. 


Shelton, Wash.—R. E. 
Theater Bldg. 


Hermiston, Ore.—J. S. Burnham. 
Medford, Ore.—U. J. Carpenter, 
St. 


13th & 
Co., Pickett 


& Darwin Bros. 
703 N. 


Tenn.—Jenkins 
Ala.—C. F. Woolridge, 


Cal.—Steinberg’s Shoe Store, 


Inc. 


Schultz, Graham 


223 E. 6th 
La Grande, Ore.—J. Hodgson. 

Seattle, Wash.—Cantilever Shoe Stores, Inc. 
Elk River. Idaho—B. J. Wagner. 

Outlook, Wash.—G. S. Martin. 

Klamath Falls, Ore.—Frank C. Meadows. 
Pacific City, Ore.—The Gillman Store. 


Philadelphia, Pa.—G. R. Kinney Shoe Co., 
69th and Ludlow Sts. (soon). 
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(P) M. A. PACKARD CO., Makers 
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BOSTONIANS 


SHOES FOR MEN 
COMMONWEALTH SHOE & LEATHER CO. 
WHITMAN, MASS. 














NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y., U. S. A. 

MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 
SHOES 


Brockton, Mass. 

















MEN’S FINE SHOES 


IN STOCK 
FOR IMMEDIATE SHIPMENT 


RICHARDS & BRENNAN CO. 
RANDOLPH, MASS. 











The 


50 STYLES IN STOCK 


EMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 


WRITE TODAY FOR CATALOGUE 
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Dress Shoes More August Production 
Good in Cincinnati 


. o) 
Trim ? Young Men S CINCINNATI, OHIO.—An article in the 


September Employment Bulletin, issued x 
Styles Are Sporty ie City of Cincinnati, gives the boot 


and shoe industries credit for being 












among the few in this section to keep # 

Custom Toe With Smart Flare ———. se — ng od e 
: p relieving the employment situation. Ac- 

and Wider Extension cording to the bulletin, employment in FE 
Seen these industries has not been below nor- ‘ 

mal since the early part of this year. 

BROCKTON, MAss.—Styles of men’s fall A survey of six factories shows that Z 


shoes are diverging in both directions 
from the present neutrality of tone, 
according to Brockton and district shoe 
manufacturers. Shoes for dress and 
street wear are to be more conservative 
and more trimly stylish, while those 
which have been made especially “dog- 
gy” for the youth of the land will be Last minute orders for late Septem- 
seen in more sporty patterns. ber delivery are a little stronger for 
Eight of every 10 pairs of shoes sold | patent and black kid than the early or- 
this fall will be black and the browns | ders were. Satin is another that is be- 
will be dark brown, district stylists | ing played a little stronger. Brown kid 
predict. For the first time since the | and coiored suéde and lizard are all 
World War there has arisen a genuine | being made up for delivery all along 
demand for pointed toed shoes, although | through fall and winter. 
as = a is — noticeable in | 
New York and other large style centers. 
Brogues are still popular but gradually New Cleat for Sport Shoes 


the call is coming stronger for French ° 

toes and eventually toes of the sharply- Par sg go ogg A J. Golden 

pointed English type. | See we Co. of 
Along with the custom toe, it is pre- this city, who has been granted patents 

dicted a “neatly stylish. fare will be | OR, mare, athletic. footwear, than any 

noticed, gained by the use of wider sole | ed another feature to his line, a new 


extension. Heels will be higher. Sev- é : 
eral manufacturers are adding slightly oo, cleat . pose ny A oe 
to heel height, with one and one-quar- which is expected to make the basebal 
ter inches as the maximum. The mili- | shoe just as effective in holding quali- 
tary heel won’t come, the designers say, + .without the net mr — < 
but a medium high heel is sure to. The Re gpa ted en y the stee 
much discussed colored leathers for | 5P'*€S #n@ Plates. 
men’s shoes are notably absent from | 


production is off a little at present, al- 
though two large factories are reported 
sold up to January. Figures for Au- 
gust are not available at this time, but 
it is understood that shipments for that 
month were heavier than for the same 
month of either of the last two years. 











fall lines. Blues are in_ production, Erlan Made Manager 
some in suéde, mostly in calf, but every 
manufacturer is reluctant to guess just SAN FRANCISCO, CAL. (UTPS)—The 
how strongly the blue shoe will sell. Frank Werner Shoe Company an- 
| nounces the appointment of H. Erlan 
Garwood with Blum as manager of the branch shoe shop 


| operated as a department of the H. 
SAN Jose, CAL. (UTPS)—C. R. Gar- | Liebes Company, department store at 
wood has taken over the shoe depart- | Post and Grant Streets, San Francisco. 
ment of Blum’s Department Store here | Erlan has been with this department 
which opened August 24 with a line of | for some years past and his promotion 
women’s and children’s shoes. Garwood | is well earned. He was formerly with 
is the proprietor of Garwood’s, Berke- | Sommer & Kaufmann and also with the 
ley, and The Booterie, Berkeley. Regal Shoe Company. 





Zeppelin Flight as Window Theme 




































On the latest trip of the Graf Zeppelin to Friedrichshafen she carried 
a cargo of Philadelphia products, which were displayed prior to de- 




















parture in the windows of Strawbridge & Clothier 
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Tanners Gradually 
Expanding Production 


PEABODY, Mass.—Leather business is | 


better here than for some time. New 
construction is going on, the first in the 
North Shore district since war times. 
Many tanners have orders enough 
ahead to keep them busy for the next 
six weeks. This is about as far ahead 
as they care to speculate on hides and 
styles. 

It is figured that shoe manufactur- 
ers have required 6,000,000 feet more 
upper stock, not counting lining stock, 
to make this year’s production of shoes 
o far over and above what they re- 
quired last year. If lining stock were 
included the increase would be about 
10,000,000 feet. 

Sports, which braced up the business 
f shoe manufacturers, benefited the 


‘ather trade doubly, for tanners had | 
o provide leather for coats, belts, hats, | 


helmets and equipment for golf and 
other games, even including flying, as 
well as leather for footwear. 

“You see,” explains a tanner, “the 


automobile started by taking customers | 
away from us, for it induced people to | 
walk less, so that they | 
Now the auto- | 


ride more and 
wore out less footwear. 
mobile is leading a multitude out of 
doors for sports and pastimes, and they 
require a lot of leather 
games. 


Pringle Controls Shop 


LINCOLN, Nes. (UTPS) — W. F. 
Pringle has bought the controlling in- 
terest in the Arch Aid Boot shop, exclu- 
sive ladies’ shoe store in the Sharp 
Building. He was for 15 years man- 
ager of the shoe department of Miller 
& Paine’s, Lincoln’s largest department 
store, and for the past year has been 
connected with the shoe department of 
another large Lincoln store. 


New Berland Store 
CuicaGco, ILL. (UTPS)—The Ber- 


land Shoe Stores Inc., have added an- | 
other unit to their chain with the ac- | 


quisition of a twelve foot frontage in 
the new & W. Grand Building, lo- 
cated at the southeast corner of Chicago 
and Paulina Avenues, here. The lease 
has been taken for a term of years at 


a reported annual rental of $6,000. | 


Cerf and Ehrenhardt were the brokers 
in the transaction. 





for their | 
| five of these photos were selected and 


Washington Shop 
Holds Successful 
Beauty Contest 


Many Additional Sales Made 
at Hahn’s as Result of 
Contest 


WASHINGTON, D. C.—Considerable 
interest in the Hahn shoe shops, which 
resulted in the sales of many pairs of 
additional shoes, was created by the 
Beauty Contest staged by Hahn’s F 
street or Women’s Shoe Shop, 1207 F 
street, N. W. Washington, D. C. The 
contest was held to choose “Miss Wash- 
ington, 1929.” Interest in the event 
was heightened by the offering of five 
prizes. These were as follows: First 
Prize, $50 cash, the title “Miss Wash- 
ington, 1929,” and honor of riding in 
the Hahn float during the Labor Day 
Parade; Second Prize, was a _ cash 
award of $25. The third, fourth and 
fifth prizes were the same, namely a 
pair of $12.50 Hahn “Carlton” shoes. 

Every woman of Washington was 
eligible to participate in the contest. 
They were required, at first, to submit 
only photos of themselves. Twenty- 


the girls whom they represented were 
then requested to appear in person at 
the Hahn’ Women’s Shoe Shop on F 
street, where they were required to 
appear before the committee of judges. 
At this personal appearance the five 
most beautiful girls were chosen, with 
first honors going to the most beautiful 
among the five. The other four prize 
winners were given awards on the 
merits of their pulchritude. 

This was the first beauty contest 
staged by this exclusive shoe shop and 
the interest it created not only in the 
shoe shop but in the shoes and hosiery 
carried in it, resulting in many addi- 
tional sales, indicated that it was a 
good merchandising stunt. 


McAlbenberg Adds Shoes 


DULUTH, MINN.—The McAlbenberg 
Company, ladies’ ready to wear store, 
at 105 West Superior Street, has onened 
a new shoe department featuring Para- 
dise shoes for women. 
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Men's 
Fine 
Shoes 
SHOE Old 
Covey 
—_ Shee Co. 
Boston—183 Essex Street Brockton, 


N. ¥.—915-917 Marbridge Bldg. Mass. 

















EAST WEYMOUTH. MASS. U.S.A. 











Philadelphia Industry’s Products Shown 








Among the Philadelphia products carried by the Zeppelin and dis- 
played by Strawbridge & Clothier were several pairs of shoes by 
Laird, Schober & Co. 
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Shoe Ornaments 
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SHOE 
ORNAMENTS 


for 
MANUFACTURER 
and 


RETAILER 
THE 


REYNOLDS COMPANY 


Providence, Rhode Island 


————— 
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WHERE TO BUY 


Store Fixtures 


a a i i i i 


HAVE YOt A COPY OF THE 


NEW GOODWIN CATALOG 


of SHOE STORE FIXTURES 
and STORE INSTALLATIONS 


Cc. L. GOODWIN & CO., In« 
Worcester, Mas 


—————————————— 
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WHERE TO BUY 


Men’s &@ Women’s 
Slippers 


beheld ie te 


In Stock 
Qanve 


Men’s and 
Women’s 
“Companion- 
ate” Slippers 
Turns only—Cata- No. 
log on request. $2.65 


L. B. EVANS’ SON CO. - - Wakefield, Mass. 


















MEN’S FINE 
HAND TURNED 
SLIPPERS 


Manufactured 
Prices from by 
ces 
$2.15 to $8.50 W. 8S. CHASE & SONS 
Haverhill, Mass. 


Boston Office: Room 501, Statler Bldg. 


















Greatest Value 
$1.65 


E wide, 3 to 9. 


Send for sam- 
ples and we 
will prove it. 


WM. SUMNER SMITH 
325 W. Monroe, Chicago 
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MULES and D’ORSAYS 
FOR MERCHANTS 
WHO DEMAND QUALITY 
Send for Beautifully 
Illustrated Catalogue 
eautiful oudeir 


rass pros. 
7 East 17th Street 


& Feinroth 


New York 














PARISTYLE FOOTWEAR MFG. CO., INC. 


Factory and Salesrooms 
40-46 West 25th St., New York City 


Ostalog 
* sent on 
roques: 





Lynn Factories 
Keeping Busy 
On Novelties 





Stylists Working on Problem 
Raised by Longer Skirts 


LYNN, Mass.—The shoe and leather 
industry here is active all along the 
line. Shoe manufacturers are gener- 
ally well sold ahead on novelties to 
Columbus Day. After that comes the 
style conference in New York, and such 





| 


New York Retailers Oppose 
Hide Duty 


[CONTINUED FROM PAGE 95] 


Mr. Burrill stressed the importance 
of these figures, recalling that up to 
May the production of men’s shoes was 
40,000 pairs behind 1928. The gain in 
May and June he attributed largely to 
the great demand for sport shoes, and 
he admitted, while the entire credit for 
the great gain for those months and 
July was not due wholly to the $4,000,- 


| 000 men’s campaign, a reasonable share 
| was the result of the same. 


| 


changes in fashions as it may bring. | 
There is here an increasing number of | 


manufacturers producing shoes of the 
types that may be called “strongly in- 
dividualistic.”” They are for merchants 
who demand styles that are different. 

Longer skirts have appeared here. 
Designers are trying to make out what 
they really mean to footwear. Shoes 
worn with them look longer. Heels 
look lower, too. Colors, especially the 
browns, are darker, which some think a 
consequence of lower hems on skirts. 
The demand for blues is credited in 
part to the new skirts. 

Of sport models there is more talk. 
Tanners are keenly interested, because 
they make leather for coats and belts 
and hats and sport equipment gener- 
ally, as well as for shoes. Tennis will 
be played until frost, and golf until 
snow, and field hockey and football to 
the close of the year. Hence a demand 
for sport shoes for the multitude that 
follow the games. And, also, a demand 
for party slippers for those who dance 
after the game. Four in five women 
now play cards, according to one au- 
thority, and this means shoes especially 
for afternoon bridge, stylish, and not 
too light, for not even a woman can 
concentrate when shoes hurt her feet. 

Reports on the cutting of stock vary 
widely. Several shops continue to re- 
port 50 per cent or more on blacks. 
Browns make up from 30 to 40 per 
cent. 





Another factor, he said, was the in- 
troduction of color in men’s shoes, 
which idea was given to the Northwest 
convention at Portland by a recognized 
men’s clothing stylist from Rochester, 
N. Y. “You want to keep men’s shoes 
in the atmosphere of men’s clothing,” 
the speaker insisted, adding: “You’ve 
never had the nerve to sell value in 
men’s shoes and you’ve never gotten 
over the fear of price. It is not for 
you to decide from a personal opinion 
what shall sell in shoes. You have no 
right to ignore a suggestion from an 
authority of men’s apparel.” He pre- 
dicted a big blue shoe season for next 
spring, especially in sport shoe com- 
binations, and prophesied that dark 
blue alone will add 1,000,000 pairs to 
the sale of men’s shoes in 1930. 

Manager James H. Stone, at the 
N. S. R. A., dwelt in his address on 
the tariff situation and presented a 
carefully prepared analysis of the 
greatly increased cost of shoes at the 
small increased return to the farmers 
by higher prices for their hides should 
the tariff bill become a law. He de- 
clared the trade and all wearers of 
shoes and users of articles made of 
leather would pay the penalty of a duty 
on hides. Even the great cattle grow- 
ing States would sustain a great loss 
rather than a gain through the impo- 
sition of a tariff on hides. 

Mr. Stone quoted government fig- 
ures and statistics to prove his case. 
The farmers, he said, are perfectly or- 
ganized, with highly paid attorneys. 








New Men’s Shop in New York 

















Illustration shows the attractive interior of the new Nettleton 





High Grade Turn Mules and D’Orsays 
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shop, recently opened in Hotel McAlpin building, New York 
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Fall Retail Trade 
Off To Good Start 


CINCINNATI, OHI0. — Beautiful dis- 
plays of fall footwear may be seen in 
shop windows along Fifth Street. Some 
of the windows are trimmed with au- 
tumn leaves, and the colored footwear 
blends in perfectly. 

Brown is the leading color as shown 
by these displays, with black second. 
Blue is prominent, and red, evidently, 
is expected to be popular. Quite a bit 
of gray is being shown, and tan and 
white are being featured prominently 
for sports wear. 

Lizard and snake are very strong, 
and it is thought that suéde will be 
about on a par with last fall. Kid is 
very good in black and colors, with 
brown leading the colors and being 
closely followed by red, blue and green. 
Several shades of green and red are 
shown, with dark shades the best. 
Fabrics are rather scarce in these 
early displays, but all the shops have 
some of them in stock. 

It was predicted some time ago that 
heels would be a little lower, but it 
now appears that the majority of the 
early fall shoes have been built with 
16/8 to 21/8 heels. The medium long- 


vamped shoes are being equipped with | 


20 or 21/8 slender heels, giving the foot- 
wear long graceful lines. 


New Air Route Marker 


BROCKTON, Mass.—Carrying out the 
plea sounded by the New England 
Council that every city and town have 
definite air route markings, the Bar- 
bour Welting Co. of this city has had a 
gigantic BROCKTON painted on the 
roof of its huge plant in the Montello 
section to guide planes to this city 
where there is a progressive airport. 
Perley E. Barbour, head of the con- 
cern, is a strong believer in the value 
of airplanes for future passenger and 
commercial service. 























































Light Stressed, 
in New Nashville 
Shoe Department 


Special Attention Given to 
Electrical Equipment at 
Klein’s Store 


NASHVILLE, TENN. (UTPS)—The 
shoe department of Klein’s Department 
Store which held its opening in Nash- 
ville last week proved one of the main 
attractions for patrons who visited the 
new shop on its opening day. 

Maurice Klein, one of the firm mem- 
bers, is giving his personal attention 
as manager of the shoe department, 
stressing among other things the im- 
portance of light in the store. The 
electrical equipment in the house con- 
sists of 23 hanging fixtures and more 
than sixty wall fixtures. So well ar- 
ranged is the system that there is not 
a nook or cranny in the entire place 
that is not thoroughly illuminated. 
“What we wanted was a store that had 
plenty of light everywhere and one 
where the light don’t glare in the eyes,” 
said Mr. Klein. 

Aiding in effectively illuminating the 
store is the color scheme. The ceiling 
is pure white and walls a light cream. 
This is remarkably successful and re- 
flecting the light downward on the 
stock of goods. 

The shoe show windows for the open- 
ing were designed by J. O. Billis, local 
architect. At night 44 powerful lights 
illuminate the windows brilliantly. The 
show windows and doors are designed 
to admit as much light into the store 
as possible. 

Bill Copeland, Homer Wright and 
Frank Hite, all trained shoe salesmen, 
serve patrons in the shoe department. 





Decidedly 








Modernistic 
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This interior of Steinberg’s new store in San Francisco, opened last 
month, reflects the modern art influence in every detail 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


le i i ed 





STRAP SLIPPER 
Center Buckle 
Patent $1.60 
Satin $1.60 
Velvet $1.60 
Pat. Gun Metal 
$1.75 
The Natalie 
Slipper Co. 
Haverhill, 
Mass. 
Terms 7% 
Strictly 10 
Days 
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LEATHER HAND-TURNED 
SLIPPERS 


Nationally Advertised 
Year-Round In Stock 
SERVICE 









ABBOTT 
SHOE Co. 
N. Reading, Mass. 





















‘The Last Word in Quality Slippers 











TUPPER SLIPPER CORP. 
200Tillary St. Brooklyn,NY. 





















WHERE TO BUY 
Ballet Slippers 













* KENDALL 


BLACK KID 
ADJUSTABLE STRAP 
IN STOCK 

Women’s $1.75 
Misses’ 
Children’s $1.65 









CROSS STRAP 
BALLET 



















Orders filled 
Day Received 





SEND FOR CIRCULAR DEPT. C. 


KENDALL SHOE COMPANY 
* HAVERHILL, MASS. * 





























WHERE TO BUY 
Ballet Slippers 





In Stock Black Ballet 
Slippers 


Ladies’ $1.25 pair 

Misses’ $1.20 pair 

Childs’ $1.15 pair 
BLOG SHOE CO., INC. 


147 Duane Street 
New York City 











BALLET SLIPPERS—IN STOCK 
of the unusual kind 
6102 Bik. Kid Hand Turn 
Soft Toe 
Child’s 6 to 11—$1.35 
Misses 11% to 2— 1.40 
Women's 2% to 8— 1.45 
Also Hard Toes 
SCHWARTZ & HERDER, Inc. 
Specialists in Ballet ‘and Comfort Slippers 
241 No. 1lith St., Philadelphia, Pa. 














Popular Aesthete San- 
dal in Faun and 
Gray suede. Also, 

full line of danc- 

ing footwear 

and accessories. At once 
service. Send for catalog. 





Coast Representative: 
MR. A. F. WINSLOW 
5159 Vincent Ave. 
Eagle Rock, Los Angeles 
California 























Rights and Lefts 
Twe Grades 


Woes. Miss. Ohi. ~ 

$1.50 $1.45 $1.40 

1.86 1.80 1.28 
Im Stock 


wh. 
SUMNER 

SMITH 
Chicago, Ml. 











BLACK KID BALLET SLIPPERS 


MADE ON RIGHT AND LEFT LASTS 
Wom. Miss. Childs 

600—(Top Grade) 1.45 1.40 1.35 
6o 1.30 1.25 1.20 
Coast Prices Slightly Higher 


Brooks Shoe Mfg.Co. 
Philadelphia— 
Swanson and Ritner Sts. 


Los Angeles—1162 So. Hill 8t. 


Ballets 
Black Kid 
Expertly Designed 


Misses & 
Wemen’s Children’s 
$1.40 
1.90 


IN 
STOCK 





Soft Toe 
Turn 


ta 
Steck Ne. 500—Buck Sole.... 
H. F. MALOTT SHOE CO. 

1915 Girard St.. Chicace 








Billy Rogers Meets Competition 


[CONTINUED 


“For how long?” 

“A year, of course.” 

Jones shook his head slightly. “Noth- 
ing to write to the old Vici kid about. 
How did you figure on that amount?— 
that is, if you care to tell me.” 

“You know, Seymore, I’m tickled to 
pieces to have your help. We figured on 
two per cent.” 

“That’s not enough, and I say that 
with no thought of having your busi- 
ness—you know that, don’t you?” 

“Sure I do, Seymore.” 

“D’je know that your old boss spends 
six per cent for publicity?” 

“No; I never thought to ask old Par- 
ker about it. 


| 
| 





But he does the swanky | 


trade in town, so can afford more for | 


advertising, I expect.” 


¢¢Q'IX hundred dollars is only twelve 
dollars a week. And that won’t go 
far. -Your opening ad cost thirty dol- 


FROM PAGE 47] 


while newspapers tell of a particular 
shoe offering.” 

“I see the difference,” Billy said. 

“And circulars, again, tell of special! 
offerings, but you deliver them from 
house to house. You can tell a lot in a 
circular for much less money than a 
newspaper ad costs—but you have to do 
your own delivering. Circulars are 
good if they are instantly attractive. I 
mean, old timer, they have to look so 


| snappy that the housewife will nat 


9) 


urally pick it up, and read it. See? 

“I got yer,” Billy said. 

“To proceed with my free lecture,” 
Jones grinned as he spoke, “the radio 
does what the billboard does—but with 
an unknown sphere of influence.” 

“IT couldn’t use the radio,” Billy said. 

“We agree on that—but later, when 


| you have stores from Portland, Maine, 


to Portland, Oregon, etc., etc., etc., it 


| will be a good thing. But let’s be se- 


lars—ten inch double column at $1.50 an | 


inch. By your figuring you’ve spent 
two and one-half weeks’ advertising al- 
ready. Morland’s ad cost him sixty-five 
dollars.” 

“Gee, I wish I knew more about the 
management part of a shoe store. I 
wish I’d followed Father’s advice, but 
I didn’t take much stock in it at the 
time. He’s a school teacher, you know.” 

“What did he advise?” Jones asked 
with interest. 

“He said, ‘Get your experience at 
some one else’s expense.’ His idea was 
to work for a chain store for a year or 
two, and find out how they handled 
things. It would have been worth a lot 
to me if I could have worked as an as- 
sistant manager somewhere—even if I 
had only earned enough to live on. 
Father said I should have advertised in 
the BooT AND SHOE RECORDER or some 
big city newspaper for a job as assis- 
tant manager—salary no object—but I 
don’t know. Anyhow,” Billy pulled him- 
self together, “it’s too late now. I’ve 
got my store, and it’s up to me to make 
a go of it.” 

“Atta boy,” Jones exclaimed. “Now 
let’s talk advertising. I would advise 
you to spend twice as much as you 
planned. At any rate, spend five hun- 
dred in the next four months—that is, 
until the end of January. What do you 
say?” 

“T’ll do it,” Billy responded emphat- 
ically. 

“Good. Now how shall we spend it— 
don’t mind the ‘We,’ do you, old timer? 
You know, I’m real interested in your 
business and would like to help you if 
I can.” 

“Thanks, Seymore. I’ll be glad of 
your help.” 

“O. K. Now, let’s see what ways we 
can advertise. There’s newspaper— 
that’s the Courier, of course; billboards, 
circulars, radio, letters, the telephone, 
stuffers, movies, programs and win- 
dows.” 

“I don’t quite follow all that.” Billy 
was perplexed. 

“T’ll explain. Newspapers get quick 
returns—advertise today, results to- 
morrow, but that advertising has to be 
timely and newsy. You must advertise 
just for the day, if you see what I mean. 
The billboards—they advertise the 
store, rather than shoes. Billboards 
keep your name in front of people, 
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rious. Letters are, of course, dupli- 
cated letters sent to the public telling of 
special bargains or offering special ser- 
vice. You can also use letters in fol- 
lowing up complaints, or telling a cus- 
tomer when a shoe she was interested 
in has arrived in stock. The telephone 
does what letters do—in a little more 
personal way. Personally, I believe the 
retail shoe merchant could use the tele- 
phone much more than he does to get 
new customers and to hold the old 


nes. 

“T like that, Seymore. I’ll begin 
right away calling up people on the 
phone...” 

“Don’t do it,” interrupted Jones, “un- 
til you have a definite story, word per- 
fect, for the phone. The ’phone is fine 
if used right, but bungle it and it does 
more harm than good.” 

“Guess you’re right. But what do 
you mean by stuffers?” 


66 OU’LL send statements every 

month, won’t you? Well, for no 
more cost, you can stuff a small adver- 
tisement in the envelope. I should think 
some of your vendors would be glad to 
supply you with stuffers with your 
name printed on them for nothing. 
Anyhow, it’s worth trying.” 

“That’s a hot one—I’ll get busy on 
that right away.” 

“And the movies .. . 

“Count ’em out for me. I hate to go 
to the movies to see advertisements.” 

“T agree—yet some small towns still 
use it. Programs are next on our list.” 

“Of course,” Billy nodded his head, 
“but I can’t use everything.” 

“True enough, old timer, but we'll 
spread the feast before you and you 
pay your money and take your choice. 
Don’t forget windows, however.” 

“I’m planning to re-trim every Thurs- 
day.” 

“Windows mean a little more than 
your own windows. If there is an 
empty store in a good location, it some- 
times pays to rent the windows for a 
display of shoes—a sign directs lookers 
to your store. It may not get much im- 
mediate business, but it keeps your 
name and stock before the public. I’ve 
heard of people getting windows free, 
in return for keeping the glass clean 
and the store swept out.” 

“Gosh, Seymore, you talk like a book. 
Where did you get all that dope from?” 


” 
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“I took a correspondence course in 
advertising, kind sir,” he said. Jones 
grinned cheerfully. ; 

“And you can damn well tell him 
so!” The two men jumped at the vio- 
lent sound of Captain Jacks’ voice. 
They saw a man leave the store looking 
quite upset. 

What on earth’s the matter?” gasped 
Billy. 

“Matter, me boy? I’ll tell you what’s 
the matter. That man was trying to 
get a pair of our Number 55 work shoes 
for $3.65 because he said Morland was 
selling them for that price. I told him 
we only sold perfect shoes. And if that 
damned scoundrel, Morland, didn’t 
watch what he was about, he’d find 
himself in trouble. He can’t sell his 
damned old stock as good, new stock, 
and if he gave his miserable, rotten 
stuff away, they’d be dear—damned old 
scoundrel.” 

Captain Jacks slammed a pair of 
shoes in a box as though the inoffensive 
footwear was the hated Morland. 


6613 UT, Captain,” said Billy, “you 
©) really oughtn’t to speak to cus- 
tomers like that. 
Merland’s—” 

Let ’em—if they don’t tell him, I 
will, by God.” 

“Easy, Captain,” soothed Jones. “I 
know it’s exasperating, but after all, 
you'll have to let Billy decide these 
things for himself. They are his cus- 
tomers, you know.” 

The Captain’s jaw dropped. “By 
Gad, I clean forgot. I forgot it wasn't 
my store. Me boy, I’m horribly sorry. 
But he is a damned scoundrel. But I'll 
try to bottle up in the future.” 

“T’ll be glad if you will,” Billy said 
solemnly. He was worried as to the 
outcome of having the peppery old shoe 
merchant as his assistant. Joe Rowe 
had no such worry, for he was grinning 
delightedly. 

“You tell ’em, Cap.—an’ I’ll be the 
cheering squad.” 

“Joe,” snapped Billy, “that’s enough 
from you. Get those shoes in place at 
once—and no more talk.” 

A customer entering at that moment 
broke the tension. After he had gone— 
Billy served him—Jones said: 

“And with regard to advertising, I 
recommend small, frequent, regular ad- 
vertisements. In your case, I suggest 
about four-inch, single column every 
Friday. At Easter and Fall I recom- 
mend special, large seasonal advertise- 
ments. Then I would also use circulars 
at infrequent periods.’ 

“Wouldn’t it be better to use space 
less often, and have bigger advertise- 
ments?” 

“Not in my judgment. Advertising 
pulls—it doesn’t jerk, and the accumu- 
lated effect of regular, small advertise- 
ments will slowly but surely build up a 
permanent reputation, something which 
—- splurges will never accom- 
plish.” 

“I’m inclined to follow your advice, 
Seymore—but won’t a little ad like that 
be lost in the paper?” 

“It would be if it were not attractive. 
But I’ve an idea for you of a distinctive, 
unusual advertisement that will have a 
tie-up of interest from week to week— 
and yet sell shoes.” 

“That sounds too good to be true. 
But my ears are just sticking out to 
hear about it.” 

“Not today, old timer. 


They'll just go to 


Having got 


you properly excited, I’ll act like the 





continued story and leave you in sus- 
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pense until tomorrow. I’ll see you in 
the morning and will bring a copy of 
what I have in mind for you to see.” 
“T’ll be waiting on the doorstep for 
you, Seymore. Anyhow, I’ve got a more 
or less definite idea of an advertising 
policy, so that much is accomplished.” 


Guarantee Store Moves 


Fort SMITH, ARK. (UTPS)—The 
Guarantee Shoe Co. has move to larger 
quarters at 922 Garrison Avenue, ac- 
cording to Albert Grober, manager. A 
long-time lease has been taken on the 
new store building from the owner, and 
it has been remodeled and redecorated. 
New and modern fixtures also have 
been installed. The Guarantee Shoe Co. 


has been in operation here for a num- | 


ber of years. 


More Miller-Jones Stores 


CoLuMBuUS, OHIO (UTPS)—The Mil- 
ler-Jones Shoe Co., of Columbus, the 
corporation operating a chain of stores 
selling the product of the H. C. Godman 
Co., of Columbus, will soon open stores 
in Moline, East Moline and Rock Island, 
Ill., and Davenport, Iowa. The store 
at Moline will be located in the Lundell 
Building at Fifth Avenue and 16th 
Street. Announcement of the opening of 
the stores was made by T. J. Sparks, 
general supervisor. 


New Utica Store 


ALBANY, N. Y. (UTPS)—Utica Boot 
Shoppe, Inc., Buffalo, has been char- 
tered at Albany with stated capital of 
150 shares non par value stock to deal 
in footwear. Bessie Kulowski, 397 Bird 
Avenue; Meyer Klugsberg, 179 Bruns- 
wick Boulevard; Maurice Schlossman, 
34 Manchester Place. Buffalo, are di- 
rectors and subscribers. Harry A. 
Kulowski, 712 Exchange Bldg., Buffalo, 
is attorney for the corporation. 


New Cohn Store Department 


GRAND ISLAND, NEB. (UTPS)—Dave 
Chapman, veteran shoe man, will take 
charge of the new shoe department to 
be added to the Cohn Store, 527 North 
Main Street. 

All modern equipment will be in- 
stalled, with new type display shelves. 


John R. Evans to 
Have New Hub Office 


BosTon.—Elaborate preparations are 
being made for the removal of the 
Boston office of John R. Evans & Co. 
into their new quarters at 85-97 Lincoln 
Street, Boston, on or about Dec. 1. 

The new quarters, which are diag- 
onally across from their present loca- 
tion at 78 Lincoln Street, are being 
fitted ard when completed will present 
to the industry one of the most modern 
display and stock rooms in the leather 
district of the city. 

The plans include a special style 
salon which Mr. William F. Hickey, 
treasurer, is now engaged in working 
out with a leading architectural de- 
signer. 
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WHERE TO BUY 
Children’s Shoes 
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INFANTS SOPT SOLES 


Far wi 7, 





IDEAL BABY SHOE CO. 
MRS. A. L. DAY 


387 Fourth Avenue 
New York 


1307 Washington Ave. 
St. Louis 


49 Fourth St. 
San Francisco, Cal. 
Factory, Danvers, Mass. 
Send for Cataleg 








4s « fully ventilated shoe 
Burkiey Ventilated 


1166 Ne. Male 
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WHERE TO BUY 
Shoe Forms 
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TRANSPARENT OR WHITE FAIRY 
SHOE FORMS 
Light, Inexpensive and 
Practically Invisible 


Linings and case num- 
bers ly seen when 
/ transparent form is in 


shoes. Write 
THE SHOE FORM CO., Auburn, N. Y. 
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WHERE TO BUY 


Women’s Shoes 
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CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., INC. 
IN Buffalo, N. Y. STOCK 








Do You Know? 


That you can buy or sell it through 
the “Where to Buy” column. This 
feature in its quick service is a time 
saver in meeting immediate needs. 
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WHERE TO BUY 


Women’s Novelties 
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BONDWAY 


PROCESS 
produces footwear of remark- 
able lightness, smartness and 
flexibility. 











BOND SHOE COMPANY, (32 Duane St., New York 
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WHERE TO BUY 


Bowling Shoes 


AA A rei PE 


BOWLING SHOES 


IN-STOCK 
Smoked E1k 


$3.20 
BROOKS 
SHOE MFG. Co. 


Swanson and Ritner Sts. Philadelphia, Pa. 
Los Angeles, 1162 So. Hill Street 


WHERE TO BUY 


Wooden Beach Shoes 


“Coast 
prices 
slightly 
higher”’ 





WOOD SOLE SHOES 


Heavy Full Cil 
Grain Leather 


BED ceccocscsersesees 4.50 
A. H. RIEMER 
SHOE CoO. 
Manufacturers 
since 1887 
Milwaukee, Wis., 
U. S&S A. 
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WHERE TO BUY 


Store Fixtures 


SPUGUEUUUEAOOUUEROUUUEAUOUUEOEOOSEEOUOEOOOUEEEEOED 
THE BRANNOCK 
SCIENTIFIC FOOT-MEASURE 
Simple — Accurate — Practical 
Write for FREE TRIAL 
THE BRANNOCK DEVICE 


Syracuse, N. Y. 
Pe 
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WHERE TO BUY 


Dancing Taps 
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CLOG DANCING TAPS 


Made of special alu- 
minum metal so as to 
give the desired ring. 
Easily attached. 
Price 20e. Per Pair 
Brooks Shee Mfg. Co. 
Swanson and _ Ritner 
Sts., Philadelphia 


Los Angeles 
1162 So. Hill St. 




















Lizard Leads in 
Baltimore Sales 
for Karly Autumn 


Reptilian Leathers Favored by 
All Classes of Women 


BALTIMORE, MD.—With fall footwear 
activity well under way indications 
point to reptilian leathers, principally 
lizard, becoming one of the outstanding 
features of the new season’s business. 
All the leading stores of Baltimore have 
made and are making a big feature 
of lizard. They are not content with 
merely showing it in windows but em- 
phasize it in their newspaper adver- 
tisements and have their sales people 
suggest it to customers who may call 
for other kind of footwear. While sales 
of lizard to date have been interest- 
ing, indications are that they will 
mount as the fall season advances. The 
attractive styles, the intriguing simu- 
lations and their becomingness with the 
new fall costumes make lizard appeal- 


| ing to all women who would dress well. 


The many styles and modes in ties, 
pumps, step-ins and the various colors 
and color combinations, including 
black, brown, green and navy, offer 
women a varied and comprehensive 
selection. For this reason, all cus- 
tomers, whether they are of the ultra 
modern type, the conservative young 
business woman or the matron, find it 
possible to buy lizard footwear that fits 
in with their fall costume scheme. 
While all lizard footwear is being sold 
in goodly numbers, combinations with 
kid and other leathers are also in favor. 
The best price range in this footwear 
fis $7 to $12.50. Other fall footwear is 
also being sold, but to date, the biggest 
volume business by far has been done 
in reptiles, principally lizards. Other 
footwear meeting with favor includes 
black and brown g3uéde, black patent 
leathers, kids and a few other leathers. 


A. H. Pessemier Directs Boise 
Department 


BoIseE, IDAHO—A. H. Pessemier, re- 
cently of Goldstein’s, Juneau, Alaska, 
and who originally came from Tacoma, 
Wash., has taken charge of The Mode 
shoe department. This department has 
been recently remodeled throughout, 
with new carpets, overstuffed chairs 
and new show cases. Its space has been 
considerably enlarged. 

Mr. Pessemier is a son of H. J. Pesse- 
mier, who for 20 years was in the shoe 
business in Tacoma. 


Announce New Show Room 


NEw YorK—C. & A. LoPresti, Inc., 
makers of quality hand-made footwear 
for women, have announced the opening 
of a new showroom and quarters at 725 
Broadway. Messrs. LoPresti were for- 
merly of the well known firm of La- 
Valle & LoPresti, bench makers. Ed- 
ward Reinhart is calling upon the 
trade with the fall line of samples. 


B. Radner a Manager 


New York, N. Y.—B. Radner has 
been appointed manager of the United 
Shoe Store at 86 Lenox Avenue. 


Features Neckwear 
in Men’s Shoe Shop 


WASHINGTON, D. C.—Berberich’s F 
and 12th streets, N. W., Washington, 
D. C., one of the leading and oldest 
shoe concerns of the nation’s capital, 
is now featuring neckwear for men. 
The store maintains a fine men’s shoe 
shop, in which are carried several na- 
tionally known brands of shoes. Hosiery 
for men has been carried for many 
years. The vogue for shoe, hose and 
tie ensembles among men prompted 
this shop to add neckwear. It is being 
offered at $1. 

Since the introduction or addition of 
neckwear by the store, sales of this 
merchandise have indicated that it is 
an accessory or important adjunct of 
the man’s wardrobe that can be made a 
profitable sideline of the shoe shop or 
shoe department. Men buy hosiery in 
the shoe shop, so why not neckwear’ 
A customer for a new pair of shoes, is 
a potential customer for a new pair or 
two of hosiery. So also is he a poten- 
tial customer for neckwear, principally 
because of the shoe, hose and tie en- 
semble vogue. Berberich’s is the first 
important shoe store in Washington 
capital that has added and featured 
neckwear for men. 


Endurance Fliers Win Shoes 


St. Lours—The W. P. Erhert Co. 
awarded a pair of shoes each to Dale 
Jackson and Forest O’Brine, winners 
of the St. Louis endurance flight. The 
two airmen had their pictures in the 
newspapers wearing their new shoes, 
custom made of Kangola leather made 
by C. D. Brown & Co. in Rochester, 
ms o 








English Popular Price 
Trade Puts Service First 


London.—Dolcis is the name of 
a chain of stores in the heart of 
London that has captured the flap- 
per trade. They come closer in 
attempting to inject fast style 
into the trade than other stores. 
The wage scale of the average 
working girl does not permit her 
to indulge her fondness for foot- 
wear as freely as her American 
cousin. Wear and service must be 
a feature before style, and for 
this reason many visiting retail 
merchants are somewhat baffled at 
the lack of complicated patterns 
and materials. Prices must be 
kept within the range of wages, 
which means plain shoes with 
good quality .materials rather 
than furious style without wear- 
ing service. 

It was estimated by one in close 
touch with the retail shoe trade of 
London and suburbs that there is 
an equal division of business be- 
tween chains and independent re- 
tail stores. In the heart of the 
business district chains score 
heavily, but in the country the 
independent controls the business. 
The big organizations are devel- 
oping managers to become an ac- 
tual part of the community, join- 
ing all organizations and becom- 
ing a permanent fixture in the 
district. 














Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 14, 1929 


106 











London Cold to Two-tone 
Sport Shoes 


London shops attempted to in- 
troduce sport shoes for men in 
two-tone effects and met with con- 
siderable rebuff. The vogue met 
with no response except in the 
very finest shops, where a few 
pairs of brown and white sport 
shoes were sold. Black and white 
was not accepted. 











Modern Art Serves the 
Modern Merchant 
[CONTINUED FROM PAGE 35] 


a very small slipper nook with a mirror 
in its furthermost wall, which also gives 
the idea of depth. 

All lighting is indirect, through 
glass that has been sand-blasted into 
artistic abstractions. The secondary 
color in the room is a black-brown de- 
veloped in brown ebony in the buckle 
and wrapping counter and also in the 
upholstered furniture. 

One of the most artistic touches in 
the room is the brown wood carving 
which stipples the cornices of the green 
walls of the salon. This work was ex- 
ecuted by Raymond Puccinelli, a young 
San Francisco artist who received his 
training in Italy. Three veneers of 
wood have been pierced in this wood 
carving to obtain a natural tricolor ef- 
fect, and the effect of three shades of 
brown against the green walls is a dis- 
tinctive feature. The third distinctive 
artistic touch of the room is in the 
slipper nook, the walls of which are in 
natural white maple on which Macdon- 
ald Wright, an eminent painter, has 
dye-painted an elegant oriental motif 
that gives the room a screenlike effect. 


Baltimore Hub Department 
Occupies Larger Quarters 


BALTIMORE, Mp.—The women’s shoe 
nen sei of bg Hub, Baltimore, Md., 
Is now located in its new quarters on 
the fifth floor. The wamnen’s shoe shop 
of this large store had been for years 
located on the main floor of the Fayette 
street building. A continued and con- 
sistent growth in the women’s shoe busi- 
ness of the store has made it evident 
that at that location space was inade- 
quate to properly take care of the foot- 
wear needs of the clientele. The child- 
ren’s shoe department adjoined. 

In the rebuilding program of the 
store, involving more than $100,000, 
provision was made for the relocation 
of the women’s shoe department in 
larger quarters. The fifth floor was de- 
cided upon. It will adjoin a number of 
women’s departments of the store. 
This arrangement is designed to re- 
dound to the benefit of the shoe depart- 
ment. The women’s shoe shop now 
compares favorably with other modern- 
ized shoe shops of the city. 

The children’s shoe department is 
now occupying new quarters on the 
fourth floor where it adjoins the juven- 
ile departments of the store. A lower 
priced women’s shoe shop has been 
opened on the third floor adjoining the 





lower priced women’s apparel shops. 
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Suédes Sell in 
Capital Despite 


Summer Weather 


Black and Brown in Good De- 
mand Rivaling Lizards in 
Sales 


WASHINGTON, D. C.—Despite the 
“summer” weather that has obtained in 
the nation’s capital during the past 
fortnight or so, a demand for suéde 
footwear, both black and brown, has 
developed which promises to make it 
one of the outstanding features of the 
fall footwear activity. Merchants are 
pleasantly surprised at this unusual 
situation. 

The demand for suédes has rivaled 
that for lizard, which has been one of 
the outstanding features of early fall 
activity. Various types or kinds of 
lizard have been featured by the dif- 
ferent stores, such as Calcutta, Rajah 
and other lizards. Various colors have 
been favored, principally green, brown, 
navy and black. 

While all-over lizards has been a 
good seller, footwear of lizard with 
trimmings of other leathers, have also 
been in demand. The models have in- 
cluded all types. All price ranges have 
been good, depending on the stores, the 
better grade selling the higher priced 
and better grade footwear, the popular 
priced, in the popular priced range. 

Suédes are expected to grow in popu- 
larity and demand as the fall season 
advances. Whether lizards will con- 
tinue strong, is a question. Patent 
leathers, ever good for fall wear are 
selling in good numbers. The demand 
for these is expected to grow. Kids 
are also selling in good numbers. The 
fact that all of these blend in with the 
new fall costumes makes them good, 
and merchants of the nation’s capital 
are encouraged and look for the fall 
footwear season to be a good one if 
not an excellent one. 


E. S. Weitz Opens 
Style Shoe Shop 


SALT LAKE City, UTAH—E. S. Weitz, 
who for a number of years has been 
with the Hirschman Co. in an official 
capacity, has opened his own store un- 
der the name of The Style Shoe Shop. 

This store is the city’s first parlor 
type shoe store. Its red carpets, red car- 
tons and wicker furniture make a very 
pleasing appearance. Women’s shoes 
retailing at the popular prices of from 
$8.50 to $12.50 are being carried. These 
include the Irving Drew welts and cor- 
rective lines together with Johansen’s 
style shoes. 


Naltner Likes Flying 


CINCINNATI, OHIO.—Louis J. Naltner, 
of the United States Shoe Company, re- 
turned to Cincinnati on Thursday of 
last week. Mr. Naltner spent four days 
in Boston and flew from Boston to New 
York on Wednesday in a giant flying 
boat, which arrived twenty minutes 
ahead of the usual schedule. 

Naltner was very enthusiastic about 
the flying, and reports that this was one 
of the most enjoyable features of his 
trip. 
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WHERE TO BUY 
Athletic Shoes 


68 8 8 8 


€@THCO 


BOWLING SHOES 
No. C762— All sizes in stock 
for immediate delivery 
Write today for complete ca- 
talog of ATHCO Athletic 

£ hoes. 

Athletic Shoe Co. 
914N. MarshfieldAv. 

Chicago, Mm. 


Ce i i edi i di en 


WHERE TO BUY 
Spats 





DUNHILL SPATS 
TOPS THEM ALL 
IN STOCK NOW 


Ion §=€6Al) CRelling = Colors 
$10.50 to $36.00 per dozen 
Bempies on Request 
STAR —- MFG. 


Howard and Norris Sts. 
Philadelphia 











SPARTON 


This new 
idea in spats 
this fall will 
make you 

profits. AFTER 
Rub the spot or stain with a damp cloth 
and presto!—a fresh spat. 


BEFORE 


Twice as easy to sell as ordinary spats. 


CHAS. F. CLARK, Inc. 
1403-1409 W. Congress St., CHICAGO ® 


Brockton Experimenting 
With Men’s Blue Shoes 


Brockton, Mass.—Like manufac- 
turers in other centers, at least a half 
dozen concerns here are dabbling in 
blue shoes, making them up but with 
no definite idea yet what the outcome 
will be. Some handsome numbers have 
been turned out in what some manu- 
facturers have termed “midnight blue” 
calf, a coloring that is almost black. 
A few have been seen that are done in 
blue suede. They make a handsome 
appearance if worn with light tweeds 
and they have met with favor from 
some of the few well dressed men here 
who have sported them. 

For the young men there is a lot of 
brown leather being cut, and strangely 
shoes made both for the jobbers and 
the retail trade are carrying these 
numbers. Suitings of brown are ex- 
pected to bring a strong demand for 
this type of shoe and most concerns are 
stocking well with it. 





THIS MAY BE. 
YOUR OPPORTUNITY « 














SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 











Sal First Class Side Line SALESMAN WANTED 
alesmen Wanted Salesman a tA 


[ = line of boys’ quality welts. Commission 
An unusual opportunity for real Wanted—a first class salesman to basis, pi A, advanced only. Would 
salesman to carry li f ’ represent, as a side line, direct consider placing as side line with the 

ry line of mens from factory, a complete line of right party. ddress B-298, care 
work and dress shoes; children’s ladies’ Boot and Shoe Recorder, 189 
stitchd . : > adies’ one straps and Boudoirs— West Madison St., Chicago, Ill. 
foll lowns; growing girls. The . hand-turned comfort house shoes : = 
ollowing choice territories are carried in stock for at once de- 


open: Southern Chicago, Texa asia meer: . 

Michigan, Kentucky, Tennessee, fo Ce, a “SALESMAN WANTED” 
Oklahoma, Virginia, Delaware, aie, "We eee : Norit and, ithi- To sell a fast line of Women’s Novelty 
Maryland. Drawing account given. York, Ohio ‘and’ other ‘desirable on sttietiy commission basis, "State ex: 
Address B-295, care Boot and tefritor _ other desirable perience and references in first letter. 
Shoe Recorder, 239 West 39th Adtecs DAVIS 8 oa Sauke Gslteaie, inca 
Street, New York, N. Y. FACTURING CO., Dor ‘ae St, sin, itichigan (exclusive of De- 

CFO RTIONAL SPECIALTY SHOE CO. 


Boston, Mass. 
| 1320 Washington Ave., St. Louis. Me. _ 
oe 




















Do You Want a Profitable Side Line? 5 Shoe Findings Salesmen 
MA Will Make Big Money 


The next four months are the best momths to sell Herman’s Selling This National Leader 
Men’s and Boys Shoes from STOCK. ¢ One of the leaders of its line—na- 
We want responsible side line salesmen in the following states:— — pectggs yt Ay “i = 

Arizona Kansas Nebraska past ny seasonal—is waiting to 


Arkansas Louisiana Nevada make money for you. Shoe stores 
are the logical outlet for this prod- 


—” — New Mexico uct. We want 5 of the best shoe 
issouri North Dakota findings salesmen in the country to 


Towa South Dakota carry this famous product as side- 
line. Write Sales Manager, Box B-335, 


For details, write, wire or telephone to R. A. Longmore, Sales Manager, for exclusive territories. Boot and 
Shoe Recorder, 239 West 39th St., 


Joseph M. Herman Shoe Co., 564 Atlantic Ave., Boston, Mass. 
P New York, N. Y. 














TTRACTIVE openings for young 
- NORTHERN OHIO and NEW YORK STATE men who can produce. ss & 
In these territories we hav i for high- > 7 . quick selling, medium grade, 
four related nationally-known lene ae ee a a a oF SND ee — _— — —_ 
IN-STOCK JUVENILE WELTS soeeees, on See qa See 
r , Mmeneee in New York City. Large territories, 
ee STITCHDOWNS and TURNS established business. Prefer men 
with 24 hour shipping service. Straight commission basis paid semi-monthly. Please who live on territory and own car. 
include references with first letter. WANT 
CURTIS-STEPHENS-EMBRY CO., Reading, Pa. Man living in Brooklyn or Queens. 
Man living in New Jersey. 
Man living in Eastern New York 
State. 
Man living in Pittsburgh District. 
1 ifi i. Man living in Baltimore or Washing- 
ton. 
Classified and Opportunities Department Compensation eatisfactory to right 
” men. Replies held in confidence 
Give details of experience in letter. 


RATES AND OTHER INFORMATION 
Address 343, care Boot and Shoe Re- 


Copy must be received at the Boot and Shoe Recorder, 239 West 39th corder, 239 West 39th St., New York. 

St., New York, N. Y., on Monday of the week of publication in order 

that advertisements be published same week. Otherwise insertion 

will be put over to the following week’s issue. W ANTED—Salesmen to carry line of | 
fants’ moccasins, soft and semi-hard sol« 


POSITIONS WANTED When advertisers desire answers to ; c Tew Y >. Cor 
4c per word. Minimum Charge 75c. come in our care twelve words must in Tenn., Kentucky INN SHOE bo 
LINES WANTED be allowed for address. When adver- Danvers, Mass. han. 2 
4c per word. Minimum Charge 75c. tisers desire replies forwarded direct . 
ALL OTHERS 2S ae a eS oe ALESMAN experienced with following 
7¢ per word. Minimum Charge $1.25 tisement and paid for accordingly. fg By Rg BY TR LS 
ALL DISPLAY SPACE Payment in advance is req ” ex. age Re hm ay ee ee a 
ne of high grade house slippers commiss 
— toch inch. Allow 45 cept when regular advertisers, as basis. Write experience. Adibe B330, ra 
wo to an inc amounts are too small to open accounts. Boot and Shoe Recorder, 239 West 39th S 
New York, N. Y 
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